ORE GOVERN, 


CEA rey 
S4NpaneeoD ow 
Sy VY 
Distilled at Linden, New Jersey, U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 
from selected Mysore heartwood [Santalum Album Linné } 


NET WEIGHT 25 POUNDS 


Your guarantee of quality 


Every can of Mysore Oil is specially sealed and serially numbered. Do 
not merely specify ‘Sandalwood Oil U. S. P." but insist upon Mysore Oil; 


and for your own and our protection be sure the seal is unmutilated. 


Sole Agent for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“Y* Ofdefte Sffence Diftilltrs 


W. J. BUSH & CO. 


INCORPORATED 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London Mitcham - Messina 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PURE wtlO OF KEQSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 


$3.00 a 
3, 1879. 


Published monthly by Robbins Perfumer Company, In 9 E. 38th St., New York, N.Y. Volume 34, No. 6. Subscription rates, payable in advance: United States 
ore N 


year; Canada $3.00; Fx n $4.00, Single copies 30c. Entered as second class matter January 14, 1937 at the Post Office at New York . Y. under the act of Marcel 
i 


The American Perfumer 



















HER LOVE FOR ACTIVE OUTDOOR SPORTS HAS CREATED A NEW PERFUME TREND 


FELTON'’S NEW OUTDOOR TYPE FRAGRANCE 


olf! Tennis! Boating! + Riding! . . . devoted 


to such interests e the Woman of Today is a Goddess of the Great Outdoors. 
H 
Everything she chooses reflects her 4 Mk vivacious spirit . . . her Fashions, 


her Hobbies ... her Perfumes @ That's why Felton Chemical Company, Inc., has created 










FAIRWAY, a new note,—modern, fresh, invigorating . . perfectly suited for ~ 

perfume, tovet water or powder which the modern vogue dictates for daytime use. 
Fairway No. 40 $50.00 a pound 
Fairway No. 45 14.00 a pound 
Fairway No. 50 7.00 a pound 


A price range enabling you to make use of this odor for th 
finest grade merchandise, or for a moderately priced line. 
Send for sample today! 


FELTON CHEMICAL CO., NC. 


Manufacture of AROMATIC CHEMICALS, NATURAL DERIV 
PERFUME OILS, ARTIFICIAL FLOWER and FLAVOR OILS. 


603 JOHNSON AVE., BROOKLYN, N. Y. 


Se 






boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. San Francisco 
® Boylston St. 200 So. 12th St. 1408 W. Market St. 1200 N. AshlandAve. 245 Union Blvd. Balter Bidg. 515 S. Fairfax Ave. 512 Washington St. 











Stocks carried in principal cities 
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A Lily of the Valley 
odor that is unexcelled for true fragrance 
. a fragrance as exquisite and fresh as 


the field-picked, dew-drenched blossoms. 


Priced to suit every 
need from the finest extract to the less 
costly cosmetic items. In four standard 
qualities, per pound: $6.50, $10.00, 


$32.00, $48.00. 


Shall we send you working samples? 


FLORASYNTH 


LABORATORI S , } 


1513-33 OLMSTEAD AVENUE - NEW YORK, NEW YORK 


CHICAGO e DALLAS a DENVER LOS ANGELES e SAN FRANCISCO 
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To the truly great painters, Art was 
not the mechanical process of imitat- 
ing nature. Theirs was the power to 
reconstruct the external world into 


new and beautiful forms. 


So, too, must it be with the creation 
of fine perfumes. A keenly devel- 
oped sense —the result of talent, 
training, and long experience — en- 
ables the Master Perfumer to select 
and blend oils and essences into 
odeurs that are original and distinc- 
tive... . Classics in the Art of Per- 
fuming. 


Here, at van Ameringen-Haebler, 

you will find a staff of Master Per- 

fumers —long recognized for the 

talent and inspiration they impart to 

AROMATIC CHEMICALS their creations. They are at the dis- 
ESSENTIAL OIL posal of manufacturers who seek the 
FLAVORS individuality, the “newness” and 
“freshness” that are so vital to suc- 


PERFUME SPECIALTIES é; ; 
cessful perfume selling. 


van Ameringen-Haebler, Inc. 


315 FOURTH AVENUE, NEW YORK 


Manufacturers and Importers of Aromatic Essentials 


Factory, Elizabeth, N. J. Chicago Toronto Los Angeles 
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VLADISLA Vv 


IV. Painted by PETER. P 


AUL RUBENS 


. JSEUM OF ART 
THE METROPOLITAN MUSEt 


June, 1937 
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LEMONS 


HERE you have the fact 
and the reason for it. 
Quality and fair price have 
made Exchange Brand the 
fastest selling oil of lemon in 
the United States by more 
than 2 to 1! 
It is made in the largest 
plant in the world devoted 


8 


1936 


67% OF 
ALL LEMON OIL 


SOLD IN THE U.S.A. 
WAS EXCHANGE OIL 


OF LEMON 


ERT 
NTR Ts 


OIL OF oS U. S. P. 


Sold to the American market exclusively by 
DODGE & OLCOTT COMPANY 
180 Varick Street, New York, N. Y. 
FRITZSCHE BROTHERS, INC, 
76 Ninth Avenue New York, N. “a 


Dis tributors for 


California Fruit Growers Exchange 
Products Department. . . . Ontario, California 
Producing Plant: 

EXCHANGE LEMON PRODUCTS CoO. 
Corona, California 


ae ees 
iad LO 


exclusively to lemon products. 
Nowhere else has uniformity 
been -so-exactly attained- 
or the American taste so suc- 
cessfully met. 

Next time specify Exchange 
Brand Oil of Lemon, U. S. P. 
(Clarified). Find out why it 


leads in popularity. copys 


California Fruit Growers Exchange, Products Department 


ght, 19°7 
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MASIERYT 


( F ALL the crafts, there are few more exacting 


than the cutting of precious stones. To bring out a 
gem’s imprisoned beauty and brilliance, its tone and 
individuality, the cutter must possess faculties singularly 
adept and trained to the wth degree—unerring judg- 


ment, patience, precision and superb skill. 


But is it not true that such mastery lies behind all of 
man’s finer creations—his finer perfume creations, in- 
cluded? We like to think so. In fact, we are inclined to 
leok upon the materials of our profession, not merely 
as elemental chemicals, but as gems in the rough, to be 
recreated by like mastery into scents of matchless quality 
and perfection. And when we offer such products to 
the perfume industry under the FRITZSCHE name, 
we do so with satisfaction as genuine as that of the cut- 


ter whose skill gives life to his faultless gems. 


FRITZSCHE BROTHERS, Inc. 
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AT FIRST A SUMMER FANCY . 
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OW-A YEAR-ROUND SENSATION! 
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816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 


Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 
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LABDANUM 


for Fixation and Fragrance 


Because of their superb quality and favorable cost, these fine products 
of our Seillans Plant are being called upon more and more to play their 
important dual role of Fixation and Fragrance in soap and perfume 
compositions. 


ABSOLUTE OF LABDANUM SEILLANS 


This represents the clean, refreshing fragrance of labdanum at its very 
best. Pure and undiluted, it provides the key note for many of the finest 
perfume compositions. 


CONCRETE LABDANUM SEILLANS 


A superior perfume and fixation material for soaps. Will not discolor, 
therefore particularly useful in the manufacture of white soaps. Possesses 
a fine, pervasive odor that stands up almost indefinitely. Valued in per- 
fume compositions for its odor contribution and effective fixation. 


RESINOID LABDANUM, F.B. 


One of the most widely used of all the gums and balsams. It provides a 
superlative means of fixation and imparts a delicately agreeable note to 
the odor complex. Effective and inexpensive. 


Write for further details 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
508 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 


813 Louisiana Building 12 South 12th Street 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. MEXICO 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 
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For its attractive design and expert lithography, this colorful 
Johnson paint pail (shown in color on the front cover) received 


the Silver Award in the Metal Container Group, All-America 


Packaging Awards. It is a shining example of the selling power 


___ 


Oia) 


ee 


an effective package design can give to a product. 
Why not give your product the sales advantages of a Canco container? 


Write for information. 


AMERICAN CAN COMPANY 


New York Chicago San Francisco 
New York Central Building 104 So. Michigan Avenue 111 Sutter Street 
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the gems that 
set in this Crown? 


NTEGRAL ESSENCES—extra con- 
centration under exclusive Charabot 
Process secures the total useful odor 
content in pure product form. 


HYPERESSENCES— inimitable quality in con- 
centrated natural flower odors. Charabot Volatile 
Solvent products. 


QUINTEXTRAITS — Distinctive Charabot 
processes produce these select enflorage products 
in a high degree of concentration. 


HYPEREXTRAITS—renowned Charabot en- 
florage products, less concentrated than the Quin- 
textraits. 


FLORESSENCES— Volatile Solvent products in 
a low degree of concentration. Worthy Charabot 
products at attractive prices. 


RESINAROMES—perfect Charabot fixatives, 


carrying full aromatic content. Instantly soluble. 





ESSENCE SELECTIONNEE ALPES—super- 
lative Charabot production methods here produce icy Sf 
the very ultima in volatile oils from the Alps. a 


To the American trade: For information on 
the deluxe Charabot et Cie line, check with the 
exclusive American representatives: 
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* SANITARY 
ASEPTIPUFS 


Perhaps no article of daily use is so insanitary as 


the ordinary Powder Puff. It is normally used for long periods and 
cannot be laundered without destroying its effectiveness as a puff. It 
is saturated with perspiration, creams and powder, and forms an ex- 


cellent breeding place for germs. 


Our velours and wools are treated with antiseptics when manufac- 
tured, so the puff remains antiseptic throughout its life—or until 
washed. They should not be confused with so-called sterilized puffs. 
Sterilization is a temporary condition. With its first use, it becomes 


non-sterile. 


* ASEPTIPUFS 


are permanently antiseptic. When asepticized, they remain so until 


the puff is thrown away—too soiled for use. 
ANTISEPTIC © ODORLESS © HARMLESS 
The inhibitory action is constant—always on the job battling Bacteria 


Literature on requeste@ 


OxZyYNn 


COMPAN Y 


IN BUSINESS SINCE 1877 
ORIGINATORS of NATURAL ROUGES 


NEW JERSEY OFFICE: 257 Cornelison Ave., Jersey City 


CANADIAN OFFICE: 2109 Ottawa St., Walkerville, Ont. 


Telephone Calls Originating in New York will be accommodated 
through REctor 2-8360. In Jersey City Phone Delaware 3-2560. 
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~~ TEACH THEM TO 


BE GOOD WITH AN 


QWELNS - 
SLALINOIS 


SALES PACKAGE 


How easily little things can affect 
the careful plans of school teachers 
—or drug and cosmetic manufac- 
turers! A slightly out-of-date 


package design may seem unim- a definite sales-purpose. They 


portant — yet it can make a big are the distinctive sales-leaders 


difference in the sale of pharma- of tadeiet Oweneciiiieks: bes 


ceuticals and proprietaries. In branch offices in most large cities. 


present-day markets, you need the Owens-Illinois Glass Company 


sales-effectiveness of a thoroughly ; Toledo. Ohio 


modern Owens-Illinois Sales- 
package! Glass containers, clos- @ This outstanding line of Salespackages 
label designed by Owens-illinois is the Futura line 
ures, labels and cartons—all are (design patent No. 94747), shown here with 


designed by Owens-Illinois with a the popular C. T. cap. ° 





CONSUMERS ENTHUSE...SALES INCREASE 
1 ) st 
Will APLT cosmetic speciallies 


og he distinguished clientele for whom APLI manufactures lipsticks. rouses, and 
other specialties reports sales Increases well ahead of the industry. 
Cur patrons agree that the basic reason for this result is the fact that the uniformly 
superior qualities of APLI cosmetics win instant and enthusiastic consumer approval. 
We have al fund of valuable, up-to-the minute information on current cosmetic 
trends which we will be pleased to make available to you. A request addressed to 


Nr. A. ; \ lullen will receive prompt attention. 


AMERICAN PERFUMERS’ LABORATORIES, Ine. 
lakers of the i( —lerld « a (Cosmetics 
114 FIFTH AVENUE, NEW YORK, N. Y. 


In Canada: 1015 St. Alexander Street, Montreal, Quebee 


~ 


PRIVATE BRANDS EXCLUSIVELY PRODUCTS LIABILITY INSURANCE 
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In 1896 the first synthetic jasmine was introduced by 
Nase: ae Mae uncer s at acquire new knowledge 
of the constituents of this indispensable fragrance, the product was 


TUNA leh seh 


Today in our Jasmine 1000 we have the true reproduc- 
tion of the essential oil as obtained by extraction from Jasminum 


Pela ee reproduction contains all the odoriferous constit- 


uents of the fresh flower. 


Increasing prices for Jasmine absolute focuses attention 
POMEL Clee Le aS tea a tel a sattod 
with the natural product or in a full Waleed aol pound for 


eet lee LTT 
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SCHIMMEL. 


& CO., INC. 
601 WEST 26th STREET, NEW YORK, N. Y. 
BOSTON CHICAGO LOS ANGELES TORONTO 


The 


BAIDGtPORT doco 


ESTABLISHED 1909 MFG. CO. 
BRIDGEPORT, CONNECTICUT *®TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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Tue difference between a high grade and 


a low grade Terpineol is in the manner of its re- 


finement. The early stages of its preparation calls 
for a succession of painstaking distillations in 
vacuum. Givaudan engineers have developed a 
distilling apparatus of unusual and intricate de- 
sign by means of which a Terpines 

high quality and unvaryingiit , 


duced. In view of the fact that quality and uni- 
formity are the items of first importance in the use 
of Terpineol, this process has brought great popu- 
larity to Givaudan’s product. Its quality, of course, 
can be measured by tests, but the full benefits of 
its value can only be appreciated through contin- 

s will be handled with the 





COLLAPSIBLE TUBES 


HERE is a definite trend this 

season for sun tan and sunburn 
preparation in cream form— 
packed in attractive, convenient 
collapsible tubes. Are you 
profiting by this trend? Our 
quality tubes at reasonable prices 
will help you. Shall we send 
you representative samples? 
(We are also headquarters 


for bottle Sprinkler Tops.) 


WHITE METAL MANUFACTURING CO. 


nl yi ER 7 ry aan y 
OBOKEN on A ERSEY 


a 


June, 1937 





CLOSURES THAT STYLE 
Fall Lines of Products 


HERE manufacturers of toi- 
let preparations, cosmetics 
or pharmaceuticals wish to obtain 
a“family resemblance” in the pack- 
ages of varied products, Bakelite 
Molded closures afford styling that 
can be readily adapted to many 
different sizes, shapes and color- 
schemes, without loss of the basic 
pattern. 
The illustrations show how two 
well-known manufacturers have ob- 
tained uniformity in styling com- 
plete lines with Bakelite Molded 
closures. For the Woodbury pack- 
ages, one specially-designed closure _ 
of lustrous black Bakelite Molded wT | 


maintains the brand-identity of nu- Reecus:, 
ad Pmsirit 
oF 


merous products of different colors a 
and with labels of varied color- 
schemes. 

In the case of Agfa photographic 
chemicals, stock designs of Bakelite 
Molded closures in several sizes and 
shapes provide consistent styling 
for twenty-eight different products. 
In addition to these decorative ad- 
vantages, Bakelite Molded closures 
furnish good-will building features 
that importantly aid sales. They are 
non-corroding, non-sticking, always 
easy to remove and replace. 

Manufacturers of pharmaceuti- 
cals, packaged chemicals or toilet 
preparations are invited to write 
for our new 48-page book 6C,“A 
Guide to Modern Packaging with 
Bakelite Materials”. 

BAKELITE CORPORATION, 247 PARK AVENUE, NEW TOR. alee 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Canada = W est Coast; Electrical Specialty Co., Inc., 316 Eleventh Street, San Francisco, Cal. 


BAKELITE 


WThe registered trode works shows ode mereriets memerice! sign for infinity, or walimited quentity Wrymbeliten the mfinity 
Gudiatiatis ty Guna Qoneeten nap & eam "e oe wmte of presen! and tetwre wees of Beteire Co pereten + predwcta™ 


MATERIAL —" A THOUSAND WSES 


The American Perfumer 





y INC. RECOMMENDS 


TION OF YOUR e 
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In a rising market for natural Jasmin, sound 
business judgment dictates consideration of 
synthetic Jasmin creations for use in connec- 
tion with the natural product. ® The house of 
Albert Verley has an ample supply of these 
creations, for which it has been the recog- 
nized source over a period of years. As 
specialists in the synthesis of this important 
ingredient, we offer this timely suggestion 
to hedge against advancing prices. Write or 


wire for samples and quotations » » » 


ALBERT VERLEY avmalick- 


ALBERT VERLEY. INC., 1621 Carroll Avenue, Chicago, Illinois 
114 East 25th Street, New York » Mefford Chemical Co., Los Angeles 





Face Powder 


SPECIALTIES 


Cerulean 7728 
$10.00 per lb. 


Heather 7879 
$10.00 per lb. 


Usama 8109 
$12.00 per lb. 


‘D & O' Perfume Bases aa 


your inquiries 
combine quality and economy 


Our comprehensive line of Floral Odors includes many 
outstanding successes 


ee a 
ARBUTUS 4982 $16.00 per lb. Trailing Arbutus. For 
extracts and powders 


GARDENIA 5956 $ 8.00 per lb. For all purposes 
ORANGE BLOSSOM 5611 — $10.00 per Ib. For powders ana creams 


Also . . . JASMIN, LILAC, LILY, NARCISSUS, CARNATION, SWEET PEA 


____ PO 
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DODGE & OLCOTT COMPANY 


180 VARICK STREET . NEW YORK, N. Y. 


BRANCHES PHILADELPHIA e BOSTON e CHICAGO * ST LOUIS “ LOS ANGELES 
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GRASSE, FRANCE 


Our factories, 
situated in the heart of the flower 
fields, enable us to produce the 


Finest Quality Natural 
Flower Oils 


Absolutes 
Concretes 
Surfleurs 
Fixodors 


Essential Oils 
(distilled in Grasse) 


de LAIRE 
SPECIALTIES 


made in the factories 
of Fabriques deLaire at Issy and 
Calais, France, are known by per- 
fumers all over the world. 


a 
No perfume laboratory is complete 


without these famous products. 


Bouvardia 
Floranol 160 
F'ramboisis 
Mousse de Saxe 


Mousse de Chypre 
Rosaldeine 


Rose Niel 
Sweet Pea Double 


and many others 


Send your inquiries to our American and Canadian Agents 


DEO. 


bs 
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DODGE & OLCOTT COMPANY 


180 VARICK STREET 


BRANCHES: PHILADELPHIA « BOSTON 
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NEW YORK, N. Y. 
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If you have the right kind of LIPSTICKS, summer months, summer activities and summer costumes offer 
you a big opportunity for increased and repeat sales. 


Those firms placing orders for Helfrich Lipsticks know in advance that their product will be just right 
. . . to protect and enhance feminine allure under exacting conditions . . . and in the shades most 
desired and appropriate. 


Helfrich Lipsticks are always in tune with the season and with important new trends. Ask for 
samples! 


WE make private brand 
cosmetics EXCLUSIVELY. We have no brands or 
trade marks of our own. When you entrust your 
business to us you get superior products and an 
entirely non-competitive service. 


HELFRICH Lasporart 


564-570 West Monroe Street . 


HELFRICH Lass. oF Nn. Y. INC. 


30-34 West 26th Street 


HELFRICH tass. oF CANADA, LTD. 


690 King Street, West 
TORONTO, ONTARIO, CANADA 


Cable Address: Helflabs, New York 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT F. CROEN, 82 Pryor St., S.W. P. O. Box 907, Atlanta, Ga. 


rouge compacts e creme rouge eye shadow 


face powder e powder compacts e cosmetique 
* 
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Like the star batter on a pennant- 
winning team, the Kimble Glass Vial 
brings in victory after victory in the 
game of modern selling and mer- 
chandising. 

The manufacturer who wants to 
package or sample his products suc- 
cessfully to a critical public—the 
packer who wants quick national 
popularity and profits—gets the best 
“clean-up men” when he selects 
Kimble Vials to carry the burden of 
winning new and continuous users. 

Kimble has been in the lead in 
modern packaging—anticipated the 
desires of particular shoppers —by 
producing small, easy-to-carry crystal 
vials strong enough to transport 
powders, salts, pills, liquids, oils and 
chemicals to those who consume 
them daily. 

Kimble Glass Vials are carefully 
annealed and are strain-free. They 
lend themselves to colorful labelling 
and closure designs. They are avail- 
able for Droppers, Applicators, Screw 
Caps, Slip Caps, Goldy—Seals, Re- 
Seal-It Caps, Shaker Tops and scores 
of other special applications. 

Simplify your sampling and pack- 
aging—and assure success—by con- 


sulting Kimble FIRST! 


© « ¢« The Visible Guarantee of Invisible Quality 
KIMBLE GLASS COMPANY .-..-- VINELAND, N. J. 


NEW YORK*+* CHICAGO++ PHILADELPHIA++ DETROIT** BOSTON 
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HAZEL-ATLAS Opal Jars have boosted the sales of 
established products, have helped launch 


‘a new one successfully. 





HAZEL-ATLAS GLASS CO. 


W.VA. 





WHEELIENS: 











AT STOCK PRICE 





Distinetiveness of packaging has a powerful sales an outstanding success. “J-32” is carried in stock, 
appeal--but a custom-made bottle inevitably adds for immediate delivery in 2 ounce, 1, 2, 3, 4, 6, 8, and 
problems of cost and delay. This new Swindell 16 ounce sizes. It is made with G. C. A. medium 
bottle gives you real custom distinetion and at the serew finish; and, if you wish, can be delivered with 
same time offers you the two-fold advantage of low black Bakelite caps. 

stock prices and a ready supply to draw upon for With the Swindell beauty of distribution is com- 
immediate delivery--thus avoiding overloaded in- bined a rugged sturdiness, so that the bottles may 
ventories and costly delays. take their place on the average production line 


“J-32” is a new and improved treatment of the without fear of breakage or hold ups. 


graceful and simple lines which made “330” such Write for samples and prices -- today! 


When you think of 
Bottles, think o 


SWINDELL 


SWINDELL BROTHERS + BALTIMORE + NEW YORK 








the perfect 
blends of 


PARENTO 


In offering concentrated Perfume Bases, 
the Perfume Laboratories of our organ- 
ization are constantly on the alert to 
maintain the principles of perfect bal- 


ance by all the means at their command. 


No ingredient is over-emphasized, and 
particular attention is given to the prin- 
ciples of fragrance, buoyancy, depth of 
note and lasting qualities. The result 


—-a Perfect Parento Blend. 


SUCH A PERFECT BLEND IS 


PARENTO 2] 


AN EXCELLENT BASE FOR FINE PERFUMES. 
WRITE FOR SAMPLE AND FULL PARTICULARS. 


C ompaguic Penile — 
(| Oo 


Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE 


TORONTO COLOMBES, FRANCE LONDON, ENG 
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A Prize 


® To the United Drug Company, for their 
Adrienne Cosmetic Line, went the Irwin D. 
Wolf award for the most effective family of 
packages, 

® Illustrated is the taleum powder can from 
this line. The tops were supplied by Scovill. 
@ These highly polished brass caps with their 
fine side reeding make an effective contrast 
with the white and gold of the taleum cans. 


® When closures of this type or sifter tops, 


Closure 


vanity cases, lipstick and eyebrow-pencil con- 
tainers, bottle caps, dispensers or similar 
material is ordered in quantity, Scovill can 
usually be of assistance. Whether the line is 
de luxe or low priced, Scovill has, in most 
eases, facilities for effectively handling the 
production of the metal containers required, 
@ A letter to Scovill at Waterbury, or to 
any of the branch offices, will bring 


prompt information. 
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HOT WEATHER UPS SALES 


June bids fair to be a warm month. 
It’s good news to the toilet goods in- 
dustry in general. A warm June 
starting the Summer activities off 
humming means much in the length- 
ening of the selling season which, in 
turn, spells extra volume in all spe- 
cialty 
hoping. 


Summer cosmetics. Here’s 


HVE BOTTLES?—OR ONLY 
ONE? 


Perfume? How is it sold? 
How do we sell shoes? Well, 
there are dress shoes, party slippers, 
street shoes, walking shoes, golf 
shoes, beach shoes, and tennis shoes 
—possibly others. 

This range of product in_ itself, 
constitutes a selling campaign for 
the use of shoes—the several uses of 
shoes for various specific occasions 
and purposes. That's the A.B.C. of 
shoe merchandising. 

There are colors to match cos- 
tumes, thus creating an “inside” 
range of party slippers, for instance. 
That’s another basic step in mer- 
chandising of shoes. 

And shoes run into real money 
ask any meanly observant husband! 

But milady must have them—sep- 
arate sty les for distinct occasions, 
and range of colors to match cos- 
tumes. 

But perfume? 

She likes it 
That’s that. 

And whose fault is it? We re- 
member women exclaiming in horror 
as some new style is launched. But 
they wear them. It becomes the 
style. Again, that’s that! 

So it can be done. 

A moonlit summer dance on the 
terrace suggests ??? 

An afternoon tea at the Country 
Club suggests ??? 


or she loathes it. 
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A commencement dance of young 
graduates suggests ??? 

Again, an evening gown of high 
warm colors suggests ??? 

An airy party dress of floral pat- 
tern, roses, etc. suggests floral odors 
to complete the ensemble. 

A sports costume suggests a_per- 
fume with a tang. 

And it should be a social crime to 
appear at June weddings—any wed- 
ding in fact—breathing other than 
delicate floral odors. 

This tirade is not meant to be a 
suggestion for the merchandising of 
any single or specific manufacturer. 

The thought is: Why is it not pos- 
sible to broadly classify perfumes, 
to fit occasions, or possibly to con- 
form to costumes, and to so mer- 
chandise perfume that it becomes a 
breach of social ethics to disregard 
the accepted usage? The point is to 
brutally make it mandatory for a 
lady to have two, three or more odors 
on her perfume tray, by social edict, 
rather than just her pet choice of one 
for all occasions. 


What? 


TOO BAD ABOUT OLD MR. 
CLAUS! 


We hear comparatively little of it 

but there is a growing undercur- 
rent for an approach to a balanced 
budget. We mean some tangible acts 
in the direction of cutting down ex- 
penditures to more nearly meet 
revenues. 

Signs are not wanting that the ad- 
ministration has about exhausted 
revenue raising resources. There is 
a point where increased taxes do not 
produce, when it curtails volume or 
movement of business activities. 

Again, word came that the Admin- 
istration is keenly aware of the need 
for a better balance; but as is always 
true, retrenchment is difficult in a 
political government such as ours. 


In which the Publisherjcom- 
ments briefly on some of 
the important news events 
of the day and other things 
that interest him. 


However we may applaud ade- 
quate relief, the Federal Government 
having carried the bag over the acute 
emergency, many thinkers in and 
out of the Government are begin- 
ning to feel that relief should not 
become a perpetuating policy. 

And they are hoping that in this 
class of public expenditure, a change 
may come. 

Many suggestions are made—some 
no doubt will be adopted in spite of 
the natural regret at the passing of 
Santa Claus. 


SITTING PRETTY IN SPITE 
OF MR. PATMAN! 


Now that the Supreme Court seems 
to be on the waiting list, as it were. 
industry broadly is focusing upon 
the wage-and-hour bill. 

NRA just won’t down 
objectives. Maximum wages and min- 


or at least its 


imum hours will be written into law. 

This is discounted by business as 
a whole, but the many questions such 
as what is interstate and what is 
intrastate, differentials by industries 
and localities, create a maze of vital 
problems which, it appears, will be 
ruled upon by an administrative 
board. 

This industry now has in its lap. 
or upon its head, the Robinson-Pat- 
man Act; and the Federal Trade 
Commission is now endeavoring to 
interpret that law and to enforce it 
in the best way it can, by gradually 
clarifying what business may not do. 

Before this law is assimilated and 
industry generally knows what it all 
means in practice, the wage-and-hour 
law will be flapping about the de- 
voted head of American business. 

But with this particular industry- 


perfumes, cosmetics, and toilet prep- 
arations, while the Robinson-Patman 
Act has multitudinous implications 
and headaches, the wage-and-hour 
law will find this industry compara- 
tively sitting pretty. 
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SUMMERTIMES Outdoor pleasures and perhaps 


costly sunburn. See Ur. Herman Goodman's article on 
Pase 47 
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The American Perfumer - Cosmetics - Toilet Preparations 


T. G. A. Votes to Continue 


Work of Board 


Tue Toilet Goods 
Association, meeting in its second 
annual convention at the Biltmore 
Hotel. New York. voted to continue 
the work of its Board of Standards 
for the coming year and made an ap- 
propriation of $15,000 for continuing 
and expanding this activity. The ac- 
tion was taken at a session for active 
members only with representatives 
of the press and the associate mem- 
bers excluded. 

The official announcement of the 
association’s action was merely to the 
effect that a resolution continuing 
the work was adopted. Reports from 
the closed meeting, however. were 
that a qualifying amendment, which 
would have restricted the work of the 
Board, was voted down by an over- 
whelming majority and that the 
original resolution and appropria- 
tion were then voted without opposi- 
tion. 

This action followed a plea for 
continuation of the work of the 
Board in the presidential address of 
Herman L. Brooks and a fine report 
on the activities of the Standards 
group by its director, H. Gregory 
Thomas. A further stimulus to the 
action of the convention was the 
address of Lee H. Bristol, who out- 
lined the work of the similar body 
of the Proprietary Association of 
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by S. L. MAYHAM 


which he was one of the organizers 
and is still a prominent member. 
The vote of the Board of Standards 
also upheld the position taken edi- 
torially by The American Perfumer, 
which has consistently supported the 
work and has co-operated constantly 
with the Board and with Mr. Thomas 
in their efforts to make the activity 
important and successful. In_ this 


OFFICERS AND EXECUTIVE 
BOARD OF THE TOILET 
GOODS ASSOCIATION 
1957-1958 
H. L. Brooks 

Cecil Smith 

J. H. Miller 
H. P. Willats 
Paul F. Vallee 
J. I. Poses 


President 
Ist Vice-President 
2nd Vice-President 
3rd Vice-President 
Treasurer 
Secretary 
Executive Secretary 
Charles S. Welch 
Director Board of Standards 
H. Gregory Thomas 
Counsel 
Hugo Mock and Mark Eisner 


Executive Board 


H. Clyde Balsley, A. H. Bergmann, 
Paul H. Douglas, J. H. Helfrich, 
A. E. Johnston, D. H. McConnell, 
Jr., Earl Means, D. J. Mulster, 
C. A. Pennock, George A. Wrisley, 
C. M. Baker, Northam Warren. 
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of Standards 


work. the 
has been unique among the trade 


position of The Perfumer 


press. some of whose members have 
been definitely hostile to the Board 
of Standards idea and its activities. 
and others no better than lukewarm 
in their support. 


Other Resolutions 


Other action al 
their meeting renewed by resolution 
the request previously made by the 
executive board that the Federal 
Trade Commission defer action on 
the proposed trade practice rules 
until cases now pending against sev- 
eral members of the industry be con- 
cluded and the Robinson-Patman Act 
clarified by Court decisions. 

Resolutions of thanks were adopted 
to the Entertainment Committee. the 
trade press, the beauty editors of 
national publications. the Biltmore 
Hotel, and a special resolution of 
thanks to Charles S. Welch executive 
secretary and H. Gregory Thomas. 
director of the Board of Standards. 


Officers Re-Elected 


Finally. the entire 
slate of retiring officers was re-elected 
unanimously and it was also voted 
to add two members to the executive 


board. The new members are 
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J. H. MILLER 


Vice President 


H. L. BROOKS 


President 


CECIL SMITH 


Vice President 


H. P. WILLATS 
Vice President 








Northam Warren, president’ of 
Northam Warren Corp.. New York 
and C. M. Baker, vice-president of 
Pond’s Extract Co.. New York. The 
addition of these members strength- 
ens the board by bringing into it two 
former presidents of the A.M.T.A., 
predecessor of the Toilet Goods Asso- 
ciation, as well as representatives of 
two of the largest and most important 
companies in the toilet goods in- 
dustry. 

Opening the convention, Herman 
L. Brooks. president of the organiza- 
tion presented a very complete report 
of the activities of the group during 
the last year. 
fully the work of the Board of Stand- 
ards, reported in summary on the 
work of the general counsel and his 
committee associates on state legis- 
lation and on that of special counsel. 
Mark Eisner on the Federal Excise 
Tax. He recommended strongly that 
the Board of Standards be continued. 
that the association continue its fight 
against the excise tax and its excel- 


PAUL VALLEE 


Treasurer 


He discussed quite 


J. 1. POSES 


Sec ‘retary 


lent work on state and Federal cos- 
metic legislation. Making a plea for 
support of Federal regulatory legis- 
lation, Mr. Brooks indicated that it 
would be the best insurance against 
a continuation of the flood of state 
and local bills which threatened the 
industry. 


Public Relations 


He also called at- 
tention to a report made by a special 
public relations counsel, recommend- 
ing steps to be taken to combat un- 
favorable publicity arising from so- 
called “consumer organizations” and 
others. This report called for the ex- 
penditure of a minimum of $50,000 
in this work. Mr. Brooks recom- 
mended that the report be carefully 
read and considered. At a subsequent 
closed meeting it was decided to ap- 
prove the activity in principle but to 
defer action until the funds were in 
sight for its successful conclusion. 

Lee H. Bristol. vice-president of 


CHARLES S. WELCH 


Executive Secretar) 


Bristol-Meyers Co., told of the work 
of the Advisory Committee on Adver- 


tising of the Proprietary Association 


and how successful that organization 
had been in cutting down the number 
of actions by governmental bodies 
against its members through this vol- 
untary self regulation. He traced the 
relationship of that organization to 
the T. G. A. Board of Standards and 
closed with a strong plea for a favor- 
able vote on the matter of continuing 
the work of the Board. 


Report of Board of Standards 


\ complete report 
on the work and purposes of the 
Board of Standards was made by H. 
Gregory Thomas, its director. Mr. 
Thomas made it very clear in the re- 
port that the worries of purveyors of 
materials about his activities were not 
well founded. There has, apparently, 
grown up some feeling among sup- 
pliers that the Board will curtail their 
efforts in the sale of materials. Mr. 


H. GREGORY THOMAS 
Board of Standards 
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C. M. Baker Northam Warren 
Executive Board 


Thomas showed that the purposes of 
the organization were to save the 
manufacturers of finished products 
from making claims which could not 
be substantiated when complaints 
arose from governmental bodies such 
as the Federal Trade Commission and 
the Food and Drug Administration. 
He showed clearly that it was not the 
intention of the Board to prevent or 
discourage the sale of raw materials, 
when properly presented to the manu- 
facturers. He closed with a report on 
“Vitamins in Cosmetics,” which had 
already been the subject of a T. G. A. 
Bulletin. This report outlined the 
present scientific knowledge regard- 


Geo. A. Wrisley J. H. Helfrich 
Executive Board 


ing vitamins A, D, and B. and the so- 
called vitamin F, with relation to the 
claims which might safely be made 
for cosmetic products containing any 
or all of them. 

This fine report apparently cleared 
up most of the misunderstanding re- 
garding the work of the Board. It in 
large measure dissipated all opposi- 
tion to the continuation of its activi- 
ties for another year and was largely 
responsible for the overwhelming fa- 
vorable vote at the subsequent closed 


session. 


Report of Counsel 


One of the high spots 
of the convention was the report of 
Hugo Mock. general counsel. It took 
the form of a very brief record of 
the work of the legislative commit- 
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tee and the general counsel during 
the last year and a series of fine rec- 
ommendations to the membership on 
future activities of the association 
and of themselves as members of the 
industry. 

Mr: Mock said that the intent of 
the Robinson-Patman Act is to re- 
quire the manufacturer to treat all 
of his customers, large and small. ex- 
actly alike and that. while this might 
seem to be a new philosophy of com- 
petitive merchandising, he believed 
that the trend was in that direction. 
He indicated that payment of PM’s 


D. J. Mulster C. A. Pennock 
Executive Board 

and the use of demonstrators might 
readily be considered as an added 
discount on sales. This, he believed 
would lead to some additional dis- 
count in lieu of PM’s and demon- 
strators to those retail outlets, too 
small to use these two much dis- 
cussed methods. It must be either 
this or the complete banning of dem- 
onstrators and PM’s under the phil- 
osophy of the Robinson-Patman Act. 
in Mr. Mock’s opinion. 

Regarding discounts, of which 
more and more complicated forms 
appear in the offing, Mr. Mock sug- 
gested that. on demands from retail- 
ers, the latter be asked to take all 
legal responsibility arising out of 
What the 


results of such a request for guaran- 


them, if they are granted. 


tees would be, he left to the imagina- 
tion of his listeners. 

He also called attention to the con- 
fusion arising from government re- 
quirements on the marking imported 


Earle Means A. E. Johnston 
Executive Board 


D. H. McConnell, Jr. H. Clyde Balsley 
Executive Board 
merchandise with country of origin. 
He touched briefly on the price main- 
tenance laws and the Miller-Tydings 
Bill and on the Wagner Labor Rela- 
tions Act, and closed with a sugges- 
tion regarding attacks by so-called 
indicating 
that counter attacks were not in or- 
der, but pointing out that the Board 
of Standards and advertising and 
publicity should be used to educate 


“consumer organizations,” 


these organizations as to the real 
purpose of cosmetics, their uses and 
their ingredients. 

An interesting feature of the meet- 
ing was a broadcast of the report of 
Mark Eisner, special counsel on tax- 
es, and a brief and stirring talk by 
Mrs. Lillian 5. Dodge, president of 


A. H. Bergmann Paul H. Douglas 
Executive Board 


Harriet Hubbard Ayer, Inc., on this 
important subject. It was followed by 
a rebroadcast by transcription of a 
talk on the same subject by Congress- 
woman Mary T. Norton of New Jer- 
sey. The speeches were broadcast ove: 
WINS, the Hearst station through 
courtesy of the Hearst organization. 


Price Maintenance Debate 


The debate on price 


maintenance by contracts and the 


Fair Trade Laws was opened by Q. 
Forrest Walker, economist of R. H. 
Macy & Co., strongest opponents of 
Mr. Walker presented 
the familiar arguments against what 
he termed “price fixing” in very log- 


this method. 


ical and orderly fashion, making a 
strong case for opponents of the leg- 


(Continued on page 38) 
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islation. He was followed on the 
other side of the question by Crichton 
Clarke. counsel for the 
Booksellers Association, 
-poke eloquently in favor of the 
method. Unfortunately Mr. Clarke's 


apparent keen animosity toward the 


American 


Inc.. who 


Macy organization and his sharp per- 
sonal comments on the Macy stores, 
detracted much: from the real effec- 
tiveness of his speech, although un- 
doubtedly they added to the enter- 
tainment and amusement of his 
hearers. 
Senator Royal S. Copeland ap- 
peared and told of the efforts to 
enact a cosmetics 
Food and 
Drugs Act. Senator Copeland urged 
retention of the Food and Drug Ad- 


ministration as*the sole enforcement 


Federal law on 


and a revision of the 


body, pointing wut that advertising 
is an “extension of the label” and 
that it is hardly logical to give the 
Food and Drug Administration au- 
thority over the label and the Fed- 
Trade authority 
He closed with 


eral Commission 


over the advertising. 


Lem Lemmermeyer 


“No, I gave you a ten, not a five! 
“I already turned in my handicap!” 
“How come I get Row R? My reservation was in a month ago!” 
Isn’t it a wonder they didn’t go crazy! 
guys that worked during the convention and got little else out of 
Charley, Kelly and the boys! 
there ever were any! 


Al Burgund 


TROUBLE SHOOTERS! 


“Hey, Charley, where’s that extra luncheon ticket 


hh 





Gogo Gogarty 





the old time political flag waving 
which sounded a_ bit 
strange in these days of radio ora- 


peroration, 


tory technique. 


Entertainment Features 


The entertainment 
features were well up to those of pre- 
vious years. Charles E. Kelly and his 
efficient committee, composed of A. C. 
Burgund, Charles Fischbeck, B. J. Go- 
garty, W. D. Barry, W. E. Klaas, M. 
Lemmermeyer, W. P. Murray, L. R. 
Root Karl Voss, collaborated 
in making the meeting one of the 
and best run in 
this, despite the fact that attendance 
surpassed all previous records and 
taxed the facilities of the committee 
to take care of it. 

The annual theatre party featured 
the current hit “Babes in Arms” at 
the Shubert Theatre, followed by a 
supper dance at the Biltmore. An 
elaborate and spectacular floor show 
was one of the features of the annual 
banquet on the closing evening. One 


and 


smoothest years; 


afternoon was given over to the an- 
nual golf tournament played on the 





These are the only 


Real trouble shooters if 
If you had a good time, give them the 
If you didn’t, forget it; it certainly wasn’t their fault! 


Charley Fischbeck 





Bill Barry 


"9 
. 








Walter 


Klaas 


rather difficult but very beautiful 
course of the Canoe Brook Country 
Club at Summit, N. J. It would, per- 
haps, be unkind to publish scores, 
so all that shall be said was that a 
great deal of golf was played to 
the benefit of the members but pos- 
sible detriment to the fairways. and 
that a fine lot of valuable prizes 
were handed to fortunate winners on 
the evening of the banquet. 

On the whole. this 
the best, business 
satisfactory 


was one of 
like, and 
which the 
industry has ever enjoyed. The value 
of the constructive work done can 
hardly be overestimated. One word 
only of adverse criticism. There is 


most 


conventions 


still. it seems to us. too much em- 


phasis on the entertainment 


pro- 
gram. At the risk of closing on a 
critical note, could not the enter- 


tainment features be somewhat cur- 
tailed and made, perhaps. less ex- 
pensive next year? In that way, it 
is possible that an even larger at- 
tendance. especially from the small- 
er houses and those at a great dis- 
tance from New York. might be 


assured. 
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the Old Man with 


f Mr. Editor, I came back for 
your convention and feund it 
cood! More people were there than 
| had been led to expect. and after 
my long retirement, I found the great 
throng somewhat disconcerting. But 
I rejoice with you that the T. G. A. 
has drawn so many and from such 
great distances. 


ft I did not go to your golf game 


nor could [ persuade the sad eyed 
hound to attend either. He said he had 
come back to New York for a rest 
and that chasing golf balls was not 
so greatly different from chasing 
rabbits, which he has been doing all 
Winter. But I hear that the photog- 
raphers, yours and others, at the first 
tee sadly disconcerted many who 
found it impossible to hit the ball 
well, what with all the pother of 
cameras clicking and semi-whispered 
conversation. 


ft The broadcast from your lunch- 
eon seemed to me a very ama- 
teurish affair. Great running to and 
fro by those in charge without cause 
that my inexperienced eyes could find. 
The brief speech of Mrs. Dodge was 
excellent. Mr. Eisner’s court room 
found somewhat 
What he said was fine but | 
fear the radio audience turned itself 
into a fine lot of turner-offers during 
Mrs. Norton did better 
through the medium of a canned 
speech. 


sty le. however. | 
trying. 


his oration. 


Her share was good but not 
up to that of Mrs. Dodge by several 
long miles. 


@ Doctor Senator Copeland did ap- 

pear. He looks a lot older. May- 
be he works too hard and worries too 
much about the country’s future. It 
seemed to be bothering him through 
his speech. He wants his drug bill 
and he'd like to have the F.D.A. and 
not the F.T.C. administer it. Not a 
word about all the faults the industry 
and the public have found in the 
measure. A great deal old time poli- 
tical oratory about the flag and our 
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Sounded for all 
the world like a_ politician, which 
after all, is what the good doctor is, 
and to our ancient eyes, which have 


vlorious country. 


seen them come and go for, lo, these 
many years, not too much of any- 
thing else. 


f I saw a fine delegation of five 
from the Coast, who came on at 
great expense. | saw a goodly group 
from Chicago. I saw only two from 
the Southern crowd and one of them 
doesn’t count because he is a T.G.A. 
official. I saw only one from the 
Michigan Allies and him only for a 
little while the last day. 
is doing a lot of coat tail riding, a 
popular but not a particularly in- 
spiring method of getting places. 


Somebody 


f At the last session I was sur- 
prised and pleased to find near- 
ly fifty on hand at adjournment. 
Usually, in the old days, there were 
twelve. I could give the names of 
them in advance. A much better 
spirit!) But then, the meetings are 
a good deal more interesting. 


ff Rating the speeches, I give the 
gold medal, if there were any, to 
Gregory Thomas, the silver medal to 
Hugo Mock, the bronze medal to Q. 
Forrest Walker, honorable mention 
to Lee Bristol. The rest were also 
rans and not very fast at that, ex- 


cept Herman Brooks. His was good. 


but presidential addresses don’ t 
count in the ratings. 


f I think you have too much fun 
and not enough business at the 
convention. The hound got into the 
Proprietary Meeting the first day by 


mistake and late in the evening re- 
ported that he had never seen so 
businesslike a group. They ate fru- 
val lunches. did not wine and dine, 
did not theatre and supper, did not 
Well, all work and no 
play. ete., etc. But I still feel that 
there is too much emphasis on ex- 


even golf. 


pensive entertainment and not enough 
on business. 


Various and sundry reports 

about the closed sessions have 
reached these ancient ears. They vary 
with the views of the teller. Best 
news was that the fine work of Mr. 
Thomas and his committees would be 
continued. More power to them! May 
they go straight down the alley! A 
private word to them and to Mr. 
Thomas: Your work will thrive on 
When they stop knocking 
you, check up and see what’s wrong. 
It will be the first sign that you have 
ceased to do a real job. 


criticism. 


Much talk in the corridors about 

vitamins. Mostly, apparently, by 
those who know nothing at all about 
them. Some day, someone will come 
along who does know and his words 
will be welcome or not, depending 
upon whose ears receive them. Also 
a great deal of misunderstanding 
about the much debated “vitamin re- 
port.” That has happened ever since 
controversial subjects have been re- 
ported on. How 
my memory which goes readily 
back to Andy Jackson. The report 
doesn’t say not to use or sell all 
the vitamins that even their most 
ardent exponents might wish. It 
does say. “Don’t claim anything for 
them which you can’t prove. 


long, taxes even 


5 lf you 
do, your blood be upon your own 
heads, and don’t say we didn’t warn 
you. That's good advice. So it 
was a good report, even for those 
who didn’t like it and so didn’t un- 
derstand it. 


f I may stay in town for awhile 
and I may not. The trout fish- 
ing was fine this year and the bass 
If I stay, 
Mr. Editor, | may have further re- 
marks on sundry subjects for your 


season is about to open. 


esteemed magazine. If I go, you are 

invited in August, and there is one 

pool I won't fish until you come. 
FREEGIRT PATCHIN. 
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New 
Package 


Mary Lee Goodman 





GERMAINE MONTEIL: “Summertime Com- 
plexion” is an important phrase to cosmetic 
manufacturers, and this company is offering a 
complete line of preparations for Summer use. 
Lotions and creams are available to those who 
desire to tan and to those who do not, and 
the lotions are packaged in the familiar opaque 
beige bottles with brown cellophane labels, and 
molded caps. The creams come in tubes which 
follow the same color scheme. 






MORNY: “French Fern” is the name of a 
delightfully refreshing new fragrance just intro- 
duced by this company which is available in 
perfume, soap and bath accessories. The perfume 
comes in a flat glass-stoppered bottle, and is 
boxed in a moss-green container with copper- 
colored edge. A moss-green ribbon, inserted in 
the back of the cover, comes under the base and 
snaps in the front. thus holding the cover 
securely in place. Both the bath essence and 
soap are covered with cellophane. 



















SPECIAL RECOGNITION: Babani perfumes, which have not been seen 
in this market for a little time, now make their re-appearance in new 
dress, smartly packaged to reflect their high quality. Here is an 
Oriental odor, “Pao-Pe”, packaged in real Oriental style, entirely 
assembled in France. The shoulders of the bottle, as well as the stopper, 
are gold encrusted, and the name is printed directly on the glass in 
gold. To call the container in which it is enclosed a “box” would hardly 
do it justice. It represents a chest in an ancient Chinese temple where 
treasures were hidden. It is in brilliant black, red and gold, and after 
the base holding the perfume is removed, makes a charming and attrac- 


tive jewel box. 





WORTH: Smart packaging of small sizes quite frequently is re- 
sponsible for the sale of a “new” perfume to a customer, and this 
house is offering its four popular odors in delightful little bucket- 
shaped bottles with chrominum screw caps. The name of the 
company is molded directly on the bottle, and tiny blue and white 
labels identify the odor. Distribuied by Al Rosenfeld, Inc.. New 
York 






































RUBINSTEIN: Beauty masques for home use are steadily in 
creasing in popularity, and this company is now featuring one 
which is quite original. The kit contains the “Beautilift” masque 
made of a specially treated and woven pink silk jersey, scien- 
tifically designed to the basic muscle structure of the face, and a 
lotion, which comes in a flatiron-shaped bottle. Complete directions 
are printed in red on a cellophane label pasted on the wide back 
of the bottle. A rubber head band is also included in the kit. 
The “Special Pore Masque” is a cream especially recommended for 
blackheads, oily skin and enlarged pores. It comes in an opal 
jar with black metal screw cap, and gold wrap-around label. 





COSMESIS: “Skin Dew” is a new line of preparations which 
the company calls an “oil line of cosmetics”. It consists of a facial 
oil for cleansing, stimulating oil for preventing wrinkles and sag- 
ging muscles, “Hide-away” oil for skin blemishes, and_ oil-base 
powder, rouge, lipstick and eye shadow. The oils come in attractive 
pyramid bottles with metal screw caps. while the other prepara- 
tions are packaged in metal containers. 





PARK & TILFORD: Here are two new perfumes in the popular- 






of plastic material, fits over the neck and shoulders. The company 


already met with considerble success. 





priced field distinctively packaged in modernistic flacons. These 
containers are well sealed with cork stoppers, and a black cap, 


is planning national distribution for these perfumes which have 


OGILVIE: Here is an attractive beach kit of simulated alligator 
leather which closes with a button clasp. It contains three prepara 
tions of the care of the hair during the Summer season, and 
includes a gay bandana which may be worn over the head to 
protect the hair. A similar kit is also available for men. 





BABANI: Here are two more packages of which their creator 
may well be proud. The gardenia perfume comes in an extremely 
smart bottle decorated with silver bands and lettering, and rests 
on a padded base lined with cerise satin. The “Pin Fleuri” eau de 
toilette is packaged in a clear crystal container lettered in green 
with a carved stopper, on which flower buds are colored in green. 
The container is also green. edged in gold. 





PIVER: The conservative reputation of this house is reflected in 
the design of the labels on its new eau de cologne packages, but 
we are pleased to see that the containers themselves have gone 
modern. The front of the tall shaker-top bottles have a flat surface, 
but the other three sides have ridged panels which permit a firm 
finger grip. The eau de cologne is offered in three odors, and a 
different colored molded cap is used to identify the scent. 





KOTLER & KOPIT: Here is a new line of compacts, available DAGGETT & RAMSDELL: This company is also offering 
with single, double or triple compartments, in a variety of sun lotion to prevent sunburn and 
designs and colors, for every occasion and to match any en- it claims protects the skin from burning but permits a natural 
semble. The compact on the left which simulates a traveling tan. They are simply packaged in square bottles with black 
bag, is in black enamel with gold corners and catch, with molded caps. 

“London” embossed on one side, and “Rome” and “Paris” 

on the other. The other compact, especially suitable for 

evening, comes in white enamel decorated with a cluster of 

coral stones and rhinestones in a gold setting. 


a 
a sun brown oil which 


lOWA SOAP: A new Certificate of Vitamin F Potency 
Vitamin F soap re- 


cently introduced. It cyupea' doe to Vusmsn F achcanty, cabling counties deateads nit tala 


. . . heusle finger mals and roughness an! dryness of the skim, <vemaming im <cmmaah 
is sold in cello- ad ctr in itn 


. prothact comaunn owt eve than 30 Sheptherd-Lsen nike of Viewtaln Bpr jem” 
phane - wrapped ™ ee = 
Tie Péanio § mpetinn 4 mentum 


go UNaATH SOAP. comane Vaamue Fo wheh has been biclogieally sempell 


and prove! w be cffecrive we the preventan and io the comeaian of dip 


packages con- 
ST. DENIS: This company is featuring three new taining fow 


packages of bath crystals, dusting powder and eau de cakes of the 
cologne as part of its Spring promotion. These prepara soap, a wash 
tions are available in many of the popular odors, and cloth. and a cer- 
are harmoniously packaged. The bath powder comes tificate of Vita- 
in a wedgewood blue container with a charming illus- min F potency 
tration, suggestive of Springtime, on the cover. This issued by Pacini 
same design is used for the labels on the bath crystals . so. ee 
cellophane bag and the eau de cologne bottle. tories, Inc. Each 


cake of soap is in- 
dividually 
wrapped, andthe 
wrapping also carries 
the Vitamin F guarantee. 





McCORMICK: In order to insure 
the proper preservation of vanilla, 
this company has _ packaged its 
product in an amber glass bottle as 
this color has been proven to be 
protective to food products by the 
United States Department of Agri- 
culture. The bottle is practical in Bee Brame 
design, having a wide bottom to 
prevent tipping and spilling, and 
finger holds on the side panels for 
a firm grip. The label is printed in 
red and blue and the same design 
is repeated on the carton. 



















ig a 


hich HOLSE OF W EMBDON: To introduce its men’s cologne, McCAHILL-ROBERTSON: Here is a new line of lotions and 

‘ural this company is offering this item in combination with shav- creams for the care of the skin, and consists of twelve 

lack ing cream and after shaving lotion in miniature sizes of the preparations. All the bottles have ribbon trim, and are 
regular packages already in the line. The cologne comes wrapped in cellophane, and a narrow gold band around the 
in a shaker-top bottle with copper screw cap, and the regular bottom has the name of the product in the front, and direc- 
Wembdon label. The trio makes a handy week-end kit and tions in the back. The jars have white metal caps and are 
at the same time serves to acquaint users of the line with similarly labeled. 


a new item. 







BARBARA GOLLD. There 
is no doubt of the present 
vogue for really red tones 
in cosmetics, which blend 


: ee : so well with almost every 
SEVENTEEN: This deep pore | with almost ever 
: ; shade. “Currant Rose” is 

cleanser is a new item which the ; 
. ; the name given by this 

company claims is effective in ‘ Foo 
; ; git ee ; concern to a new lipstick 
dissolving and eliminating white- a ig f thi 
; and cream rouge o lis 

heads, blackheads, and residue 


; type. The rouge comes : 
of all kinds which collect in the I a 
5 ; in a red and cream plastic 
pores. It is a light cream with Se 
a ; container, and the lipstick 
a gritty texture, and is recom- ’ 
in a burnished gold case 
mended for both dry and_ oil 
; a ; with red enamel bands. 
skins. The package is readily 
identified with the concern, the 
letter “17” being scattered in 
various positions over the blue ’ 
wrap-around label, which also 
contains directions on the back. 
The jar is covered with cello- 


phane which carries the same 
design as the label. 






















RUGGIERO: The 
color of this new hand _ lotion 
creates a feeling of coolness. 
The tall round bottle has a black 
molded screw cap and a black 
and silver label. The package 
is covered with cellophane, and 
directions are enclosed in the 
wrapper. with a coupon entitl- 
ing the user to one Ruggiero 
product free with every seven 
items purchased. 


pale green 


| 





Suggestions for Christmas Packages by 
RUTH HOOPER LARISSON, Cos- 
metic Consultant and Package Designer. 


Peru APS you recall the very interesting sur- 
vey made to department store toilet goods buy- 
ers and published in last August’s Perfumer, in 
which they told what they wanted in the way of 
Christmas packages and what their expectations 
for the Christmas season were. Looking back 
we realize that their anticipation as to the ex- 
tent of Christmas buying by the public was more 
than realized but that they received from the 
hands of the manufacturers far less in the way 
of really suitable and practical Christmas pack- 
ages than they asked for. This seems to be the 
time to take inventory of your Christmas lines 
and from your own past experience and the well 
expressed needs of the buyers plan your new 
Christmas line to conform with consumer de- 
mand. You might glance back to last August’s 
issue and read again what was said because in 
this story I am going to give you only a resume 
and interpretation of their requests together with 
present market trends. 

There are three basic steps in the preparation 
of Christmas merchandise, the first two of which 
should be wisely determined before the third is 
undertaken. They are: 

I: Selection of merchandise to be featured 
a—single items 
b—combinations of items 
c—items and accessories 
Il: Pricing 
Ill: Packaging 
a—special Christmas packages 


b—convertible Christmas wraps 


Selection of Merchandise: 


Balance your Christmas line if 
you expect buyers to make a wide selection from 
it. Remember they themselves must keep a bal- 
anced stock and can only do so by maintaining 
consistent balance in their selection from manu- 
facturers and importers. Select only a good va- 
riety of single items and groups of wanted com- 
binations, in varying price scales. Gear your 
special gift packages to popular prices and se- 
lect only from your easiest-to-sell numbers. Don’t 
tuck into a combination offer a jonah item sim- 


ply because you want to get rid of it. It will 


fay... Dut not Saudy 


sour the whole combination, build resistance on 
the part of the smart buyer and become a prob- 
lem for the less shrewd buyer who falls for it. 
Customers may ask to have it switched at the 
counter for another item and this entails time, 
effort, mistakes and expense for both the store 
and yourself. And don’t offer the same com- 
bination in too many colors or odors since this 
increases store problems as you probably know 
and slows up your own output as well. To say 
that Christmas stock goes swiftest into the hands 
of the public when it is first grade, wanted mer- 
chandise seems like a trite statement, and yet | 
have seen manufacturers set up Christmas lines 
year after year either knowing they were un- 
sound but hoping buyers wouldn’t—or who were 
ignorant of what their consuming public was 
willing to buy. By being altruistic towards the 
harassed Christmas shopper you will find you 
are really being kind to yourself! Select mer- 
chandise for her as conscientiously as though 


she stood at your elbow. 


Pricing: 

On single items carried regu- 
larly in your line pricing remains standard. For 
combinations, pricing should allow for a plus to 
the purchaser. On special merchandise, be sure 
you price according to purchasing psychology 
(unless the pricing is left up to the store). | 
have seen good Christmas specials languish on 
the counter because they were under-priced and 
I have seen them call forth resentment from the 


public because they were over-priced. 


*ackaging: 

Not until wise selection and 
pricing of merchandise has been accomplished 
are we ready to get down to actual packaging. 
Christmas packages like most of the rest, the 
year round, are slapped together. I mean just 
that! When a manufacturer is asked why such 
and such an element was included in the pack- 
age he doesn’t answer with a reason but an alibi. 
Let’s make this a packaging Christmas without 
alibis. Have a sound reason for every part of 


the package, for every color, shape, design, 





material, box, and gadget. If you have a suf- 
ficiently good reason for putting it there the 
customer is more likely to see a good reason 
for buying it! 

Take serious warning from the Buyers’ Sur- 
vey in which they actually pleaded for less spe- 
cial packaging and more convertible packaging. 
If the product isn't gift-worthy the package 
wont disguise the fact, you can be assured. 
Don't use garish Christmas packaging to cover 
up shortcomings in selection of merchandise, 
\ good 


basis for manufacturer or importer in general 


inferior quality or off-color prices. 


would be to make up 25% of Christmas offer- 
ings in special Christmas packaging throughout 
and 75% from standard numbers with gift 
wraps. These gift wraps serve two purposes, 
dressing the goods suitably for Christmas sell- 
ing and also protecting the actual package 
against the time when the Christmas rush is over 
and it must become standard stock or shipped 


back. 


sales squares burdened 


There’s nothing more depressing than 
with after-Christmas 
junk—it’s like grease paint when the show is 
over. Of course the specialty manufacturer who 
has no permanent, regular, or nationally adver- 
tised line cannot go entirely by this set-up for 
On the other 
hand he can take a leaf of advice from the note- 


every item is a “special” to him. 


book of the standard line company and gear a 
sufficient number of his items to look as if they 
were a standard line. He can do this by using 
conservative but smart packaging and supple- 


menting it with bright gift wraps. 


Packaging Materials 

\ word should be said about 
the packaging materials on the market for this 
season. Secondary-use boxes and packages are 
ideal for special items and can often be used on 
standard numbers as well. These secondary- 
use containers are becoming more important 
every year, and this season there are a number 
of standard ones which do not insult good de- 
sign. The setup box we have always with us. 
It can be as light in weight or as heavy as its 
use and price justify. Platforms should be sim- 
ple, plain or paper covered. No more coffin 
draped packages I hope in 1937 if you want 
While rich fabrics like silks, velvets, 


satins, etc., are in keeping with well designed 


sales! 


perfume packages, they are out of place in most 
other cases. 

Use all the discretion you can muster—or call 
in an expert—to select the most appropriate 


papers for each package. Often a less expen- 


sive box wrap will do more for your package 


than the gawdy or over-pompous paper which 


your personal taste dictates. Remember. if you 


cant select hats and dresses to suit your wife 
you probably can’t choose packages to suit other 
women! Generally speaking the more restrained 
the Christmas papers are, the smarter. and now- 
a-days even the hinterlands know what’s smart! 

The fastening of the wraps leaves a wide 
All kinds of interesting 


seals, stickers and ribbons, standard or specially 


horizon of possibilities. 


designed serve the purpose and add to the tempo 
of the package. Ribbons of cloth, transparent 
colored papers, fibre, cellulose, cord, ete., are 
Artificial 
flowers (no matter how small but of good qual- 


all available in smart combinations. 


ity) add a nice note to packages which contain 
perfumes or perfumed products. Sprigs of holly 
or mistletoe or poinsettas (in miniature) are 
also pleasant. An old fashioned formal nose- 
gay with giant size flowers could have a small 
vial or tester size tube of each flower fragrance 
fastened to each stem. This could retail at a 
fairly high price and be a charming present. 
There are plenty of other ideas for making an 
exceptionally 
itself. 

Now that the market is equipped to offer 


attractive package a present in 


handsome transparent boxes which, by the way, 
can have reuse possibilities, | think we should 
make the most of them. In addition to acting 
as displays on the counter to show several items 
as a unit, they can be sold in the same way as 
While their cost 
is still fairly high they are well in keeping with 
Another method of 
dressing up otherwise simple packages is to use 


other combination packages. 
the higher priced products. 


transparent ribbons, even pasting them on the 
packages in decorative effects. Also decalco- 
mania in not too Christmasy designs can be used 
on transparent containers; or to go a_ step 
farther, let the stores paste on the initials of the 
person who is to receive the package as a gift, 
supplying them with the usual assortment of 
paste-on initials, 

Where standard packages are to be dressed 
in convertible gift wraps the selection of papers 
is sufficiently wide to achieve distinctive results. 
Such wraps can be of either printed, embossed, 
or tinted papers, or the transparent cellulose 
papers printed in holiday designs. In selecting 
papers with typical Christmas decorations be 
sure the greens are clear, clean, true Christmas 
green and the reds the rich classic Christmas 
red. This is very important. The use of plain 
colored paper with a gay Christmas ribbon 
strikes a note of restraint and elegance. Remem- 
ber that presents, like a Christmas tree, aren't 
so attractive when they are over trimmed. 

\ thoughtful and sales compelling gesture for 
a package is to have a gift card attached with 


plenty of space after the “To 
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“From Last minute shoppers _par- 
ticularly will appreciate this touch and often 
select your package just because it will save 
them the time and effort of selecting and adding 
the One difficulty 


of the already prepared Christmas present is the 


card. in Christmas buying 


price tag which all too frequently cannot be re- 
think this 


Tags could be 


moved without leaving its trail. [ 
could be worked out with stores. 
attached either by cords where possible and 
which could be snipped off, or with stickers that 
used an adhesive such as rubber cement, which 
can be removed without tearing the paper or 
Or, the stock could be 


kept behind the counter and only one display 


marring the package. 


package shown over the counter. There is a 


growing demand for the completely prepared 
present and toilet goods manufacturers should 
encourage it. 

It is the consensus of buyers (and our own 
judgment confirms) that lower priced merchan- 
dise is most in need of attention-getting packag- 
ing for the holiday season. Lower price in this 
sense means the less important items and the 
special sales items which will make their ap- 
pearance on sales squares and be featured for 
quick volume business. Eye appeal must dom- 
inate because in most instances brands and com- 
pany names are of no importance. Such pack- 
aging should be gay, smart, never shoddy and 
never so elaborate that it dwarfs the value of 
the items offered. Generally speaking, straight 
gift merchandise, such items as are created just 
for Christmas selling, are low priced. However 
this year I personally believe that very fine nov- 
elty numbers in the higher price brackets will 
go well for I feel we are to have a more lavish 
expenditure at the holiday season than we have 
known in many, many years. 

Only the moderately priced perfumes should 
be combined with other products for group 
packaging as it takes prestige from the very ex- 


pensive perfumes to be offered in this way. 


Suggestive Sales Hints: 


Now for some suggestive sell- 
Some stores are more flexible in their 
the 


ing hints. 
routines than others and this would allow 
manufacturer to get his giftwares in other than 
toilet goods departments. For instance, when 
furs are being sold for gifts a display and sug- 
gestion on the part of the salesperson that this 
XYZ perfume is particularly appropriate to wear 
with furs, the bottle can be easily sold in addi- 
In lingerie and negligee departments, bath 


be 


This can be car- 


tion. 


combinations, powders, colognes, etc., can 


shown and included in sales. 
ried tremendously far where the store is agree- 
able to it. 


Another way of drawing attention to your 


Christmas packages is to name them. Have sey- 
eral which you call “Hostess Gifts,” making the 
suggestion to the stores that a card displaying 
that group will attract attention So much en- 
tertaining is done at Christmas that less formal 
gifts are much in demand as pleasant gestures 
rather than the beginning of chain-giving which 
so many people resent. Another grouping could 
be called “Christmas remembrances.” So many 
customers will say “I don’t want a regular gift 
for her, just a remembrance,” and seeing such a 
sign they will feel they have come to the right 
to Other typical 
groups are Him”—*"The 
School Girl’—"The College Girl’—“The Col- 
lege Boy” “Dad” **Mother” — “The Girl 


etc., etc. Any company with an exten- 


make a_ selection. 


“For Her’—For 


counter 


Friend” 
sive Christmas line can prepare a little customer 
leaflet on this subject and have it sent out in the 
first of December mailings or, in accordance 
with the custom of some stores a special mailing 
from the toilet goods buyers list—or simply 
placed on the counter for distribution to 
customers. 

One more point [ want to make which I am 
sure will be of value to most manufacturers is 
the order of importance in buyers’ estimation 
of the things they want and do not want for holi- 
day trade. If you will glance over the Survey 
again which appeared in the August Perfumer 
you will find that 89° of the buyers preferred 
regular items in Christmas wraps—convertible 
82% want bath combinations, such 
74% 
want manicure combinations but with no more 
61% would like 


combinations of perfume products with extract 


packages. 


as soaps, bath salts and dusting powder. 
than two shades of polish. 


in sufficiently small quantity to keep the unit 


price down. 60% expect week-end kits to be 


( 


popular as gifts. 58% ex pect treatment line 
combinations to be good sellers only if they are 
standard lines and not just ordinary or unknown 
creams and there must be plenty of sparkle and 
plus in such combinations. Such houses as 
Arden, Hudnut, 


will profit best by the treatment combination 


Ayer, Gray, Rubinstein, ete.. 
demand. Specialty manufacturers should keep 
entirely away from them. 

Fifty-five and one-half per cent would like cos- 
metics packaged with related specialties. This of- 
fers possibilities and also problems. If the cos- 
metic buyers had happened to be the jewelry 


buyers as well, a nice novelty in a previous 


year’s offering might have gone better. It 


was a costume jewelry bracelet with a di- 
minutive powder well and puff. However. 
if the had offered 


toilet. goods manufacturer with envelopes of 


bracelet been by a 
powder, each one sufficient for one filling of the 


(Continued on page 99) 





Evaluating Sunburn 


1\ several articles 
(April and May, 1935: July, 1935; 
and April, 1936) the author has de- 
veloped the physiology and to some 
extent the physics of ultraviolet radi- 
ation in relation to the skin. The ul- 
traviolet zone from either the sun o1 
from artificial sources has been di- 
vided into that which passes through 
ordinary glass (intravital, 3900 to 
3200 A. u.); that which is present in 
Summer sunlight and which does not 
pass through glass (vital, 3200 to 
2900 A. u.); and the zone of ultra- 
violet which is shorter than that 
found in sunlight, but which is gen- 
erated from artificial sources (ex- 
travital, below 2900 to the limit of 
passage of radiation through air at 
about 2400 A. u.). 

It will also be recalled that the 
chemical screening of the Vital ul- 
traviolet with salicylic acid or mate- 
rials containing the salicylic radical 
is totally different 
with esculine, quinine and other sub- 


from. screening 


stances, whose effects arise from 
physical screening either by the sub- 
stance itself or, more frequently. 
through aid of the vehicle. 


Preparations Tested 
by Clinical Sunlight 


With the season of 
suntan preparations again in full 
swing, these preparations will be 
tried on the skin of persons exposed 
to the sunlight under new conditions. 
Some preparations will have been 
tested under “clinical sunlight” and 
others will undoubtedly have been 
tested under artificial sources under 
the erroneous impression that theit 
radiations are enough like the sun to 
be used. The truth is that sunlight 
is unique in its radiation and that no 
two types of artificial sources have 
the same component radiation. 

As typical of the radiation of one 
sort of artificial source there is pre- 
sented a table (See Table I next 
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and Suntan Preparations 


Following the several articles on suntan and sunburn radiations 


Which have placed The 


American 


Perfumer in a unique 


position among cosmetic journals in presenting the physics 
and physiology of this complicated study, we have asked 
DR. HERMAN GOODMAN, contributor of many of these 
articles, to prepare a more advanced study along the lines of 
the evaluation of suntan preparations by use of the ultra violet 


lamp. 


In this study, Dr. Goodman shows elearly why no lamp 


can be as effective in testing as is the actual sunlight and how 
the efficiency of lamps can be evaluated so that their use will 


really determine the value 


purpose. —EDITOR. 


page) showing the radiation of the 
mercury vapor are in quartz. Please 
remember that other sources show 
different characteristics. This table 
was prepared by Dr. William T. An- 
derson of the Hanovia Chemical Mfg. 
Co., an expert on artificial sources 
of radiation. 

Now it is agreed that the wave 
length of 2967 A. u. is the most effec- 
tive radiation for producing eryth- 
That is, ten units of light en- 
ergy at 29607 A. u. will give a certain 


ema. 


degree of erythema on any one per- 
son and at any one particular time. 
Ten units of any other wave length 
will not produce the same degree of 
erythema. 

Hence we may evaluate the wave 
lengths as follows. making 2967 A. u. 
have the value of 1. 


0.00 
0.03 
0.55 
1.00 
0.06 
0.13 
0. 


2 
0.5 


Naturally, a lamp producing radi- 


products proposed for this 


ations of only the wave length, 2967, 
would be the most efficient sunburn- 
ing lamp which could be made. 
There is no such lamp. Referring 
again to Table I it will be noted that 
there is a definite curve of radiation 
which ranges all the way from 1849 
\. u. up to the long infra red rays as 
high as 120,000 A. u. Using the table 
along with the evaluation of wave 
lengths and their sunburning effici- 
ency it is a simple matter to calcu- 
late the efficiency of the mercury ar 
in quartz lamp. It is in this case 
about 0.33 as against 1.0 represent- 
ing the perfect ultraviolet source. 
Similar charts exist for sunlight and 
for practically all artificial sources 
of ultraviolet. Hence a very accurate 
evaluation of the efficiency of a lamp 
can be determined. 

Through the use of various filters, 
concentration of radiation may be 
produced to a certain extent and the 
efficiency of lamps in testing prepa- 
rations materially improved. How- 
ever, these filters are by no means 
perfect and it is far from possible to 
produce the perfect artificial source. 
It is possible. indeed, to secure eryth- 
ema in complete darkness by a series 
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of screens and filters which eliminate 
all the visible and infra red radia- 
tions but, because of imperfectness 
of the filters, much of the specific 
radiations are also screened out. 

It is theoretically possible and 
probably works out in practice to 
have chemical screens and filters 
which operate to prevent the passage 
of erythema producing radiation and 
at the same time permit the passage 
if the suntanning radiation. Thus 
far no really definite proof of this 
fact can be given and claims of 
manufacturers accordingly should 
not be too enthusiastic on this point, 


Conclusion 


This study of the 
comparative efficiency of sources of 
radiations is presented, not only asa 
warning or caution to the manufac- 
turer, but also in the hope that it 
may stimulate further study of this 
question of the specificity of radia- 
tions of various wave lengths. Here 
is the key to the perfection of sun- 
burn and suntan preparations. But 
much deeper study is needed and it 
seems unfortunate that so little ener- 
ey is being expended by the manu- 
facturers or any group of them to 
solve the problem completely. 


TABLE I 


Distribution of Total Light Energy from Quartz Mercury Arc Lamp 


Kind of light—spectral limits 


Long infra red. Not found in sunlight. 


*% of total radiant en- 
ergy from lamp at 20 
inches (lamp in hood) 


Produced by all 


artiticial light and heat sources. Does not pass ihrough water 
or through quartz. (42,000 to 120,000 Angstroms) 49.6 


Middle infra-red. Found in sunlight. Produced by all artificial 
light sources. Does not pass through water. (14,000 to 42,000 
Angstroms) at 42,000 stopped by quartz plate 20.5 70.1 


Short infra-red. Found in sunlight. Produced by all artificial 


light sources. Passes through water. 


Angstroms) 


red light 
yellow light 
green light 
green blue light 
blue light 
violet light 


(6500 to 14,000 


Ultraviolet of winter sunlight. Passes through window glass 


(3980 to 3200 Angstroms) 
3980 to 3750 
3750 to 3600 
3600 to 3200 


Additional ultraviolet of summer sunlight. 


through ordinary window glass 
(3200 to 2893) Causes sunburn 
3200 to 3100 
3100 to 3000 
3000 to 2893 


Short ultraviolet. Produced only by artificial sources. Causes 


only mild sunburn. 
(2893 to 1849 Angstroms) 


2893 to 2700 
2700 to 2500 
2500 to 1849 


Total (should equal 100%) 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


Pharmacology and toxicology of 
dyestuffs in the Seifens. Ztg., 46, 945, 
1936, is reviewed by H. Janistyn. Azo 
dyestuffs without sulfo groups are 
poisonous, such as Bismarck Brown. 
However, Sudan I is harmless. Meta- 
nil yellow, (Orange MN) is also 
harmless. After a long review of col- 
ors, Truttwin’s list of coal tar colors 
is given. 


ie 


W. J. W. Fischer discusses the 
manufacture of shaving soap. shav- 
ing cream and brushless shaves. in 
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S. P. C. Sept. 1936, p. 612. Formulas 
for small scale production are given, 
along with cold or semi-boiled proc- 
esses. The semi-boiled principle is 
recommended to the amateur. Various 
combinations of materials are given. 
Formulas are well explained. Per- 
fume formula for shaving composi- 
tion is also given. 
L 

\ powder concentrate for making 
setting lotions, according to R. H. 
Auch, in S. P. & C., Sept. 1936, p. 
614, contains equal parts of pectin 
and tartaric acid, with a sufficiency of 
preservative (2‘,) and perfume 
(2%). Other powders containing 
karaya and tragacanth gums, along 
Method of 


preparation of quince seed mucilage 


with borax are given. 


with great savings, is mentioned. Gum 
type finished lotions are described. 
One such contains, karaya gum pow- 
der 0.75 parts. glycerine 2.5 parts, 


2.5 

0.3 

3.0 

y a | 

0.6 

1.6 

1.5 12.4 

0.2 

5.5 

0.8 6.5 

Does not pass 

3.8 

1.5 

1.4 6.7 

0.8 

2.2 

1.0 4.0 
99.7 


aleohol 18 parts. propyl parahydro- 
xybenzoate 0.1 part, perfume 0.25 
parts and color to suit. Isopropyl al- 
cohol can also be used. Formalde- 
hyde 0.3°% is a suitable preservative 
too. A description of a mobilometer 
is given. for testing mucilage viscos- 
ity for control work. 


hb 


» 


H. Janistyn (Der Parfiimeur, 47, 
1936, 965) reports on the perfuming 
of face powder. Numerous sugges- 
tions as to dyes and procedure are 
made, and some complete formulae 
are given. 

bh 


, 


Lecithin and cholesterin as cos- 
metic ingredients are considered by 
Hans Schwartz in Seif. Ztg., 9, 170. 
1936. Suppliers of these materials 
are mentioned, together with patents 
involved. Among the recipes given, 
is the following for a cold cream 
type: 2 cholesterin. 9 white wax, 1] 
spermacetti, 7 petrolatum white, 68 
peanut oil and 143 water. 
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tion set for the bou- 
igned lipstick 
fa candlestick. 
reci- 


attractive combina 
of a specially des 
rm 0 
address pook, 


Here iS an 
doir consisting 
container and holder in the fo 


Instead of wading through keyS>» 
pes, etc. in the purse when 


this nolder will 
keep an extra Lipstick right 
on the dressing table within 
easy reach. Can be made of 


wood, plastic or glass,» in a 
f colors. The red 


evening, 


variety 0° 
cord tassel on the metal lip- 
stick adds the proper decora- 


tive touch. 





Here is a pine oil package that lends itself 
gracefully to the yuletide spirit. The con- 
tainer is green opaque glass with a yellow 
plastic closure. A narrow yellow band 

with deep brown hand lettering goes com- 
pletely around the bottle. The deco- 

rative cardboard cone is designed as 
illustrated with a cut-out bottom 

that fits over the top lip of 

the bottle. 
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Ji ST who does 
buy cosmetics? 

Is it the young woman of eighteen 
to twenty-five, or thirty to forty, or 
those women coming within the age 
groups from thirty-five to fifty-five? 

Is there a price factor in the age 
groups? 

Which, if any, of these age groups 
controls the cosmetic sales curve? 

Is there any particular period in a 
woman’s life when she gives more 
consideration to personal mainten- 
ance and luxuries than usual, or does 
she follow a more or less regular ex- 
penditure in this connection? 

Just what is the attitude of the mod- 
ern woman toward cosmetics ? 

Is there an undiscovered gold mine 
in the cosmetic market which has 
been overlooked or neglected? 

\ careful study of the potential 
purchasing power of these various di- 
visions has revealed some extremely 
facts which will 
play a most important part in the fu- 
ture attitudes of our national manu- 
facturers toward the feminine market. 

The most outstanding revelation 
made during this survey was the dis- 
covery that “The Woman of Forty” is 
the real leading lady of the cosmetic 


interesting facts 


show, that is, the woman whose age 
falls in the group between the middle 
thirties and the early forties. In the 
past she has been playing understudy 
to the juvenile lead, yet paying a very 
dear price for her minor role. 
Records from outstanding stores 
and service centers show that, on the 
average, it is not the young woman of 
eighteen, or even the late twenties, 
who buys the mink coats, the $100 
evening gowns, $25 and $50 per- 
fumes, and who spends five to ten 
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wHo Buys [hem 


and WHY? 


dollars a visit to the beauty salons. It 
has been the mature woman who, in 
her eternal struggle to preserve 
youth, professional and social posi- 
tions, has filled the coffers of our 
many industries catering to the fem- 
inine market. 

Much has been said of “life begin- 
ning at forty,” but does it not seem 
strange that we have never before 
stopped to consider the purchasing 
power of forty? 
all the glamour of her years of expe- 


This woman, with 


rience, lives and moves in a world 
entirely her own, receiving little pub- 
lic recognition for her handsome con- 
tribution to sales volume. She rep- 
resents a field well worth cultivating, 
requiring styles, creations and prod- 
ucts developed for her especial needs. 
The potentialities of this market have 
not yet been touched; and when our 
national manufacturers stop to ana- 
lyze her possibilities and spending 
power, then indeed, will they have 
discovered a modern unexplored in- 
dustrial gold mine. 

There are in this country approxi- 
mately 20,000,000 wo men between 
the ages of twenty to thirty; and 
there are at least 18,000,000 women 
whose ages range from thirty to fifty- 
five. By placing an income chart op- 
posite the various classifications, it 
will be noted that, on the average. the 
highest industrial and_ professional 
salaries were drawn by those women 
from thirty to the early forties. 

How does this very desirable pros- 
pect budget her income, especially in- 
sofar as the cosmetic industry is con- 
cerned? 


From behind the cosmetic counter 
of a leading department store it was 
found that for every dollar of sales 










by Leora C. Sollows 


made to the young lady of eighteen 
to twenty-five. sales ranging any- 
where from two to three dollars were 
made to those in the age groups from 
twenty-five to thirty-five; and to the 
women from thirty-five to fifty, sales 
averaged from four to six dollars. 

In the younger set, the individuals 
bought smaller sizes in the more in- 
expensive lines, were not concerned 
with brand reputations but more in- 
terested in “experimenting” with new 
shades. color combinations and cur- 
rent fads. They had less money to 
Sed. gave little consideration to the 
“quality rather than quantity” ap- 
peal, liked to change frequently, and 
practically all purchases were made 
individually. This young lady was 
seldom impressed with a sales argu- 
ment. and usually made her selection 
because of some personal desire of 
the moment. 

Also, the persons in the younger 
age brackets have not the need for, 
or the money to spend on personal 
maintenance and luxuries, in which 
classification, to a degree, beauty 
treatments and cosmetics on the 
whole might fall. This feminine 
earning power, on the average, does 
not permit of “complete beauty treat- 
ments,” exclusive salon products and 
the latest gowns from Madame Mo- 
diste; she must be satisfied with a 
manicure, shampoo and a marcel, 
with individual items from some of 
the better-known medium-priced 
lines. 

On the other hand, the young wo- 
man from twenty-five to thirty-five, 
especially if she be a professional or 
business woman, must look first to 
appearance and grooming; hence, a 
careful analysis of her picture re- 
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Here is a pine oil package that lends itself 
gracefully to the yuletide spirit. The con- 
tainer is green opaque glass with a yellow 
plastic closure. A narrow yellow band 
with deep brown hand lettering goes com- 
pletely around the bottle. The deco- 
rative cardboard cone is designed as 
illustrated with a cut-out bottom 

that fits over the top lip of 

the bottle. 
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Ji ST who does 
buy cosmetics ? 

is it the young woman of eighteen 
to twenty-five, or thirty to forty, or 
those women coming within the age 
groups from thirty-five to fifty-five? 

Is there a price factor in the age 
groups? 

Which, if any, of these age groups 
controls the cosmetic sales curve? 

Is there any particular period in a 
woman’s life when she gives more 
consideration to personal mainten- 
ance and luxuries than usual, or does 
she follow a more or less regular ex- 
penditure in this connection? 

Just what is the attitude of the mod- 
ern woman toward cosmetics? 

Is there an undiscovered gold mine 
in the cosmetic market which has 
been overlooked or neglected? 

\ careful study of the potential 
purchasing power of these various di- 
visions has revealed some extremely 
interesting facts—facts which will 
play a most important part in the fu- 
ture attitudes of our national manu- 
facturers toward the feminine market. 

The most outstanding revelation 
made during this survey was the dis- 
covery that “The Woman of Forty” is 
the real leading lady of the cosmetic 
show, that is, the woman whose age 
falls in the group between the middle 
thirties and the early forties. In the 
past she has been playing understudy 
to the juvenile lead, yet paying a very 
dear price for her minor role. 

Records from outstanding stores 
and service centers show that, on the 
average. it is not the young woman of 
eighteen, or even the late twenties, 
who buys the mink coats, the $100 
evening gowns, $25 and $50 per- 
fumes, and who spends five to ten 
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wHo Buys [hem 


and WHY? 


dollars a visit to the beauty salons. It 
has been the mature woman who, in 
her eternal struggle to preserve 
youth, professional and social posi- 
tions, has filled the coffers of our 
many industries catering to the fem- 
inine market. 

Much has been said of “life begin- 
ning at forty,” but does it not seem 
strange that we have never before 
stopped to consider the purchasing 
power of forty? This woman, with 
all the glamour of her years of expe- 
rience, lives and moves in a world 
entirely her own, receiving little pub- 
lic recognition for her handsome con- 
tribution to sales volume. She rep- 
resents a field well worth cultivating, 
requiring styles, creations and prod- 
ucts developed for her especial needs. 
The potentialities of this market have 
not yet been touched; and when our 
national manufacturers stop to ana- 
lyze her possibilities and spending 
power, then indeed, will they have 
discovered a modern unexplored in- 
dustrial gold mine. 

There are in this country approxi- 
mately 20,000,000 wo men between 
the ages of twenty to thirty; and 
there are at least 18,000,000 women 
whose ages range from thirty to fifty- 
five. By placing an income chart op- 
posite the various classifications, it 
will be noted that, on the average. the 
highest industrial and _ professional 
salaries were drawn by those women 
from thirty to the early forties. 

How does this very desirable pros- 
pect budget her income. especially in- 
sofar as the cosmetic industry is con- 
cerned? 

From behind the cosmetic counter 
of a leading department store it was 
found that for every dollar of sales 
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made to the young lady of eighteen 
to twenty-five. sales ranging any- 
where from two to three dollars were 
made to those in the age groups from 
twenty-five to thirty-five; and to the 
women from thirty-five to fifty, sales 
averaged from four to six dollars. 

In the younger set, the individuals 
bought smaller sizes in the more in- 
expensive lines, were not concerned 
with brand reputations but more in- 
terested in “experimenting” with new 
shades, color combinations and cur- 
rent fads. They had less money to 
spend. gave little consideration to the 
“quality rather than quantity” ap- 
peal, liked to change frequently, and 
practically all purchases were made 
individually. This young lady was 
seldom impressed with a sales argu- 
ment. and usually made her selection 
because of some personal desire of 
the moment. 

Also, the persons in the younger 
age brackets have not the need for, 
or the money to spend on personal 
maintenance and luxuries, in which 
classification, to a de gree, beauty 
treatments and cosmetics on the 
whole might fall. This feminine 
earning power, on the average, does 
not permit of “complete beauty treat- 
ments,” exclusive salon products and 
the latest gowns from Madame Mo- 
diste; she must be satisfied with a 
manicure, shampoo and a marcel, 
with individual items from some of 
the better-known 
lines. 

On the other hand, the young wo- 
man from twenty-five to thirty-five, 
especially if she be a professional or 
business woman, must look first to 
appearance and grooming; hence, a 
careful analysis of her picture re- 


medium-priced 
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veals that she spends more than one- 
third of her income on personal 
maintenance and cosmetic luxuries. 
To her it represents a necessary in- 
vestment to meet competition from 
youth. She is more critical and dis- 
criminating in her selections and 
while frequently buying various in- 
dividual items from different brands, 
her purchases are more substantial, 
usually totalling around three dol- 
lars when completed. She 
is more susceptible to an 
intelligent sales talk and 
demonstration: and het 
expenditures reveal that 
she chooses products with 
a background of experi- 
ence and _ satisfactory 
use. 

But the woman in the 
age group from thirty- 
five to fifty proved the 
most interesting of all. 
Her 


consist of two or three 


purchases usually 
items, frequently of the 
same brand, and almost 
invariably she selects 
those products in the 
more expensive lines. She 
is frank in discussing 
with the demonstrator or 
sales person any benefits 
or bad experiences, and 
often relates that her 
purchases of such prod- 
ucts are made _ because 
over a long period of ex- 
perimentation, she has 
found them the most suit- 
able for her particular 
needs. It is this woman 
who “recommends to her 


this article. 


friends” those products 
or services which she has 
found most satisfactory; 
hers is the “whispering 
campaign” that can do so much good 
great harm. 

While traveling through the var- 


or such 


ious merchandise martes, one sales 
girl expressed a rather interesting ob- 
She said, “Watch a wom- 
an buy perfume and you have the 


servation. 


key not only to her personality but to 
her purchasing power as well. It does 
not matter whether she be young or 
old. rich or poor; her choice of per- 
fumes and the manner in which she 
buys them tells the story. 

The girl elaborated on this point 
by stating that almost invariably the 
woman who purchased the more in- 
expensive brands of perfumes chose 
the more popular-priced cosmetics, 
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and usually, in small individual sales. 
The woman of forty, or those who 
were “around forty”, were, accord- 
ing to her experiences, the best pros- 
pects for substantial perfume sales of 
and her 
purchases would take in a cosmetic 


the more expensive odors; 


line whose face powder carried a 
price tag well over one dollar. And 
these were the best repeal customers. 

The beauty parlors revealed even 





The career of the Duchess of Windsor is perhaps the 


best testimony to the truth of the contentions made in 


to direct his promotions and appeal frankly to the wo- 


man in her age group? 


more markedly the tremendous pos- 
sibilities of the woman from forty 
to fifty-five. Here one found three 
women from thirty-five to fifty and 
over, for every woman from twenty 
to thirty. 
speaking, 


These women, generally 
were of the professional 
or business type, or the non-profes- 
sional and married women with aver- 
age and better than average incomes. 

Inquiries among beauty operators 
serving this class of trade showed 
that the women in the age groups 
of thirty-five to fifty-five had the most 
money and spent it more freely; 
they visited beauticians more fre- 
quently and called for a more com- 


plete sery ice, These women spent 





What able manufacturer will be the first 





half their incomes and allowances 
on personal appearance and cosmetic 
luxuries. 

Today, many of the women in the 
higher age brackets conceal their 
years remarkably well due to excel- 
lent care and critical selection of toi- 
While in one of the more 
exclusive salons, a professional wo- 


letries. 


man I should have believed to be 
around forty confided that she had 
just celebrated her fifty- 
second birthday. When 
asked the secret of her 
extremely handsome and 
youthful appearance, she 
informed me that she 
spent more money on her 
“face and figure” than 
she did on all other items 
except clothes, and_ that 
she considered it not only 
a wise investment but a 
most necessary one, 
Another very interest- 
ing aspect of this “Mar- 
ket of Forty” is the pre- 
diction of several well 
known authorities. It is 
their belief, based on 
present industrial trends, 
that ten years hence we 
shall not have_ house- 
wives, but rather “busi- 
that is, 
there will be at least 


ness wives” 


twice as many women en- 
gaged in industry and 
professional 
as there are today. if 


occupations 


and when this era arrives, 
the feminine purchasing 
power of the nation will 
have increased at least 40 
per cent over its present 
capacity. Competition 

will be 

among the 
groups for the better-paying posi- 
tions and the 
come for personal maintenance will 


keener. even 
younger age 


demands upon in- 


increase accordingly. Especially 
will this be true in the higher age 
brackets. 

During the past two or three years 
there has been a slow but constant 
change in the public attitude toward 
the “Women of Forty.” Heretofore, 
there was, perhaps, no country in the 
world where recognition of this great 
market h ad been so obviously ne- 
glected, or discriminated against, 
both socially and professionally. 
United States. To- 
day, however, we find American in- 


as in the 
dustry and society turning toward 
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the European acceptance of this high- 
ly desirable group, which in such a 
large measure, actually controls the 
femnine purse-strings of the nation. 
Our national advertising in the future 





will be more directly keyed to the 
particular tastes and desires of 
these buyers, and will offer unlim- 
ited possibilities for improved sales 
volume. 


FAVESDROPPING 


at the 


{} \s the customer finished her rou- 
tine purchase she asked shyly, 
“What shade of lipstick do you think 
| should wear?” The clerk, observ- 
ing her coloring, answered without 
“Vivacious” would suit 
“That’s funny,” the 
customer have just 
come from The Emporium, and the 
girl there mentioned that shade too. 
Maybe I better have a ‘Vivacious’ 


lipstick.” 


hesitation, 
you perfectly.” 


answered, “I 


* * * 


The customer had started out with 
no real intention of buying a lip- 
stick but because two different sales 
girls, each obviously pushing the 
same line, agreed in their reactions 
and both recommended “Vivacious” 
she bought easily. “That sale was 
just luck,” the sales girl confided to 
me afterwards. “If that other sales- 
girl had recommended “Vibrant” and 
then I had said “Vivacious” she 
would have been simply curious to 
know what the next girl would say 
and the more advice she got that 
didn’t happen to agree the more be- 
wildered and less convinced she 
would be.” Why can’t sales girls get 
together on their stories and advice 
1 asked her, innocently enough but 
she shook her head. “Every manu- 
facturer wants you to tell a different 
story just for the sake of its being 
different. We lose sales because of 
it but you can’t tell a manufacturer 
that. If you lose sales he thinks its 
purely your own fault.” 


{} The customer stood restlessly at 
the counter handling first one lip- 
stick shade and then another. “But I 
don’t know how it’s going to look. 
You see I’ve been using Vivid for so 
long that I’m afraid to change. I’ve 
always been told that Vivid was most 
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By FREDERIC S. 


Counter 


BAILEY 


becoming to me.” The clerk patient- 
ly went through all the shades again, 
“Yes, she admitted, thatere’s no 
doubt about it being becoming, but 
you want a change from it once in a 
while, don’t you? For different col- 
ored clothes you can vary your make- 
up and get a better effect. (I won- 
dered why she didn’t sell her the 
Vivid and be done with it, but I 
found out later that she was out of 
Vivid, had requisitioned it, been on 
the wire twice trying to get a supply. 
She either had to substitute or lose 
the sale.) Then she began selecting 
the different shades of rouge that 
would harmonize with the lipstick 
she was recommending and _ before 
she got through the customer had 
bought not only the lipstick but 
rouge, a new shade of powder, and 
a new shade of shadow. It took fif- 
teen minutes and two other custom- 
ers grew restless waiting. I asked 
the clerk afterwards if it had been 
worth while. “Yes, and No. I just 
had to cover up the fact we were out 
of Vivid and I knew she could actu- 
ally use something else. Now that 
she has made the first break from 
Vivid shell be back for some other 
combination and that will make up 
for it.” 


{} The customer stood at the counter 
and asked for a new refill for her 
compact. “I’m sorry,” said the 
clerk, “but we don’t carry the refill 
for that case. Nellie Blye makes the 
case specially for Blank & Co. It’s 
not her standard case and so stand- 
ard refills don’t fit it. You have to go 
back to Blank & Co. to get it unless 
you want to change over to a stand- 
She showed the customer 
cases and made the sale. “Standard 
cases,” she said sweetly, handing the 


ard case.” 





customer her package, “are just like 
standard nationally known lines, you 
can get them everywhere. But prod- 
ucts made only for one retailer can’t 
be duplicated so easily, particularly 
if you happened to be in some other 
city. Remember now, you can get re- 
fills for this compact everywhere but 
at Blank & Co.” I could hardly wait 
until the customer was gone to say, 
“So that’s the ammunition you're us- 
ing to meet Blank’s price war. “Oh,” 
she answered, “I just thought that 
“Why don’t 
you report the idea to your com- 
pany.” I asked. “What's the use? 
they're more interested in the sales 


one up as | went along.” 


they make to Blank than the business 
I can build for them. And besides 
they want to do things in such a big 
way that they don’t have time to plan 
out details for sales girls to use in 
their talk to customers, at least not 
the kind of details that you have to 
use.” I thought afterwards that in 
addition to being a smart demonstra- 
tor she was certainly one of the dis- 
illusioned ones—or maybe she was 
smart because she was disillusioned! 


Peppermint Oil Exports at 
Record Levels 


United States exports of pepper- 
mint oil established a 15-year rec- 
ord in 1936 during which 386,000 
pounds, or more than 40 per cent of 
our total domestic output of the oil 
was shipped to foreign markets, ac- 
cording to C. C. Concannon, Chief of 
the Commerce Department’s Chemi- 
cal Division. 

The United Kingdom was the lar- 
gest foreign market for this flavoring 
material in 1936, taking almost 60 
per cent of the total amount export- 
ed. The remainder went largely to 
Germany, Canada, Australia, the 
Netherlands and France, preliminary 
statistics indicate. 

Production of peppermint oil in 
the United States is concentrated 
largely in five states, and fluctuates 
considerably from year to year de- 
pending upon weather conditions and 
acreage devoted to its cultivation, 
though the tendency in the past dec- 
ade has been steadily upward, it was 
stated. 

During 1936 the output from 35,- 
500 acres was reported at 932,000 
pounds, according to the Department 
of Agriculture, which compares with 
1,352,000 pounds from 42,070 acres 
in 1935. 
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GEORGE ™M. 
ARMOR, vice-president of McCor- 
mick & Co., Baltimore, Md., was re- 
elected president of the Flavoring 
Extract Manufacturers Association at 
the annual convention in Chicago, 
May 24. Mr. Armor has long been 
active and influential in association 
affairs and his re-election is a tribute 
to the fine service which he has ren- 
dered the association during his first 
year in office. 

Other officers for the coming year 
will be: L. P. Symmes, Baker Ex- 
tract, Co., Springfield, Mass., Ist 
vice-president; A. F. Wussow, Price 
Flavoring Extract Co., Chicago, 2nd 
vice-president; Clarke E. Davis, Vir- 
ginia Dare Extract Co.. Brooklyn, 
3rd vice-president; Leslie S. Beggs, 
Styron-Beggs Co., Newark, O., treas- 
urer; E. L. Brendlinger, The Dill 
Co., Norristown, Pa.. 
John S. Hall, Chicago, executive 
secretary and general counsel. 


secretary and 


The executive committee consists 
of the officers and George H. Burnett, 
Joseph Burnett Co., Boston; J. A. 
Handy, The Larkin Co Inc, Buffalo; 
W. F. Meyer, Warner-Jenkinson Co., 





President 


Geo. M. Armor 
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FE. M.A. Goncenes in Chicago 


St. Louis, and John H. Beach. Seeley 
& Co., New York. 

The principal topic discussed at 
the convention, other than the purely 
scientific reports, was the subject of 
costs. Throughout the discussions by 
experts in various fields of flavor 
activity ran this theme, perhaps the 
most pressing problem confronting 
the industry at the moment. 


President’s Address 


Important among 
the addresses was the president's re- 
port by Mr. Armor. After outlining 
the purposes of the association he 
co-related these purposes with the 
work of the organization during the 
last year on such important subjects 
as the Robinson-Patman Act, the 
Wagner Labor Relations Act. Social 
Security legislation, and the Food 
& Drugs measures. 

As highlights of 1936, Mr. Armor 
pointed to a 7 per cent increase in 
total food sales, an increase of 7.5 
per cent in independent grocery and 
combination store sales. a gain of 
1.5 per cent in chain store sales, the 
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fact that chains now do approxi- 
mately one-third of the food business 
He also pointed out the fact that re. 
tail food prices are 2.1 per cent 
higher but that tonnage increased 
only slightly with a good part of the 
increase due to purchase of better 
grades of merchandise. 

Mr. Armor thanked those who had 
co-operated with him during the year 
and especially members of the board, 
officers and committees of the asso- 
ciation and closed with a plea for 
continued co-operation and joint 
work for the betterment of the in- 
dustry. 


Report of Counsel 


One of the most in- 
teresting and instructive reports was 
that of executive secretary Hall. He 
told of the 22 special bulletins on 
legislative matters issued during the 
last year and of the tremendous vol- 
ume of work of his department owing 
to the fact that almost every state 
legislature was in session during the 
year along with the Federal Con- 
gress. Over 70,000 bills were intro- 
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duced and acted on in one way or 
another during the sessions of which 
more than 1100 were related to food 
and drugs. 

The report included a careful and 
complete summary of all of the im- 
portant measures on the list and 
showed that the association had been 
successful in defeating many bad 
measures and amending numerous 
others, making an enviable record for 
its legislative committee and_ the 
office of the general counsel. 

Concluding his address, Mr. Hall 
said, “I believe that our Association 
ought to appoint a committee for the 
purpose of preparing and _petition- 
ing the Federal Trade Commission 
for a Trade Practice Conference 
wherein the Flavoring Products In- 
dustry may voluntarily assemble and 
under the auspices of the Federal 
Trade Commission, consider prevail- 
ing unfair trade practices and col- 
lectively agree upon and provide for 
their abandonment in cooperation 
with the Commission, thereby plac- 
ing all members of the Flavoring 
Products Industry on an equally 
fair, competitive bases insofar as un- 
fair trade practices are concerned. 
Under this procedure it will be pos- 
sible for the Flavoring Products In- 
dustry to take the initiative in estab- 
lishing self-government by making 
its own rules in business conduct, 
subject however, to the approval of 
the Commission. 

“It is further my opinion that a 
step of this character at this time will 
also pave the way for the tendering 
of a Code for the Flavoring Products 
Industry under the little or new N. 
R. A. Our experience under the old 
N. R. A. has well established during 
these trying times, the necessity of 
working hand in hand with govern- 
mental officials. It has also estab- 
lished the need for industry itself in 
cooperation with governmental of- 
ficials to assume the lead and police 
their own particular industry, and 
with this recommendation, I 
clude my Annual Report.” 


con- 


Research Reports 


Several important 
and interesting technical reports were 
presented in addition to the fine re- 
port of the research committee pre- 
sented by C. S. Purcell, chief chemist 
for Joseph Burnett Co., whose work 
has been outstanding on many of the 
industry’s technical problems. Spe- 
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cial talks on flavor in candy by H. B. 
Cosler, disappearance of flavor in 
biscuits by T. E. Hollingshead and 
evaluation of vanilla extracts by H. 
T. Chenowith, all experts in their 
respective lines were also presented. 


Entertainment Features 


The entertainment 
features were splendidly handled by 
the committee in charge, headed by 
Mr. Wussow, who devoted much time 
and energy to the comfort and well 
being of the members and guests. 
The features were the annual ban- 
quet and the annual golf tourna- 
ment but special tours of places of 
interest, bridge and tennis for the 
non-golfers and entertain- 
ment for the 


special 
ladies during the 
periods occupied by the business ses 
Attendance 
was not quite as large as at some 


sion, were also offered. 


pervious meetings, perhaps because 
of the date which coincided with that 
of the convention of Toilet 
Association in New York. 
there was a better than usual repre- 
sentation of the active membership 


Goods 


However, 


and many associate members as well. 

Plans for the activities of the in- 
dustry during the coming year in- 
clude a continuation of work on 
legislative problems along with fur- 
ther studies by the technical research 
looking 


and scientific committees. 


toward clarification and improve- 
ment of the high standards already 
existing for extracts of all kinds and 
especially household flavoring prod- 


ucts. 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., Ch. E. 


SAMPLE CONTAINERS 
OF ALUMINUM 


When samples are to be offered 
freely and by mail, the shipping 
weight may make the mailing cost 
prohibitive. This is particularly true 
of creams in their heavy jars. 

Those products that are contam- 
inated or discolored by tin plate cans, 
which rules such containers out, may 
be found on test to be unaffected by 
aluminum. In all likelihood the con- 
tainer cost will be reduced under that 
of jar and closure and certainly the 
postage cost will be lowered. This 
may mean the difference between a 
given contemplated campaign being 
practical and possible or not. 


HYDROGENATED OIL 

Much space in the technical press 
has been given to the use of hydro- 
genated cottonseed oil. It has been 
widely 
ments, creams and lipsticks 


advocated for use in oint- 
in fact 

wherever petrolatum and even 
mineral oil has found application. 
Hydrogenated cottonseed’s claim to 
a place in cosmetics is its stability. 
It offers the means of incorporating 
vegetable fat with the tendency to de- 
terioration and rancidity materially 
reduced, on ageing. The industry 
may well tear a page from the book 
of experience (or is it—lend an ear to 
the voice of experience, these days) 
of the food manufacturer. 

The prepared biscuit flour manu- 
facturer certainly uses shortening un- 
der adverse conditions and has equal- 
ly as long a shelf life to buck as the 
About 12% 


of hydrogenated shortening is incor- 


cosmetic manufacturer. 


porated with flour containing ap- 
proximately 12% of moisture to 
which sugar and salt is added. Then 
when the shortening is in a fine state 
of subdivision and as if that is not 
severe enough, he adds his leavening 
consisting of an alkaline salt, sodium 
bicarbonate; and an acid salt, cal- 
cium acid phosfate or sodium alu- 
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minum sulfate, or both. The shorten- 
ing used by the largest biscuit flour 
manufacturer is not hydrogenated 
hydrogenated  se- 
Its superiority lies in its lon- 
ger shelf life and it is available with 
the same melting point but costs a 
trifle more. 


cottonseed—it is 
same. 


FILL THAT CONTAINER! 


This column has never promoted 
any piece of equipment, old or new, 
and never will. It is gratifying to 
note, however, that one manufac- 
turer of collapsible tube filling and 
closing machinery has developed and 
patented a method of “fat filling.” 

That “fat filling” saves tube metal 
by allowing filling to the same net 
weight or cubical content in a shorter 
tube, is incidental. That the sales ap- 
peal and consumer acceptance is ma- 
terially enhanced is unquestionable. 

A slack filled container, whether it 
be a tube, a jar, a can or a bottle, is 
to the average user the manufac- 
turer's subtle way of cheating or 
short changing her. Whatever her re- 
action, it is unfavorable and may be 
sufficient to cause her to switch to the 
product of a competitor with her next 
purchase. The difference in cost of 
contents between a slack fill and a 
bulging fill is so slight that it would 
appear to behoove all to fill that con- 
tainer. 


ODOR CONCENTRATION 


Most will agree that there is a defi- 
nite tendency away from heavy per- 
fumes to those odors of dainty, flow- 
ery type. This suggests that thought 
be given the odor used in the various 
cosmetics. A change in character of 
one’s pet formulation is not even re- 
motely suggested but perhaps its con- 
centration may well be reduced. 

Milady who dabs on an exquisite, 
costly perfume, after completion of 
her toilette, doesn’t likely want the 
hang-over odor of her previously 


used bath soap, dusting powder, nail 
enamel, facial cream or make-up 
preparations for that matter to con- 
taminate her perfume. This suggests 
that it might be well to check into 
the concentration of odor employed 

many cosmetics are over-perfumed. 
If this is not feasible, then perhaps 
the quantity of fixative may advan- 
tageously be reduced to render the 
odor more fugitive after the cosmetic 
is applied. 


SAMPLES 


Along with favorable comments on 
the discussion of samples appearing 
in the October 1936 Perfumer was an 
unfavorable one. One contention was 
that it is obvious—that samples 
should be handled with dispatch and 
that the arguments advanced were a 
lot of platitudes. Granted! 

This suggested that samp le re- 
quests be mailed to national adver- 
tisers and the time elapsed until re- 
ceipt noted. Ten free offers and six 
where coins or stamps were requested 
were mailed from a small town a few 
miles from the United States center 
of population. Samples came through 
from near-by Cincinnati in three and 
eight days, and from New York two 
in eight, one each in nine, ten and 
eleven days respectively. The Batavia 
sample required ten days while Evan- 
ston, II]. took thirteen. 

Hillside, N. J. consumed thirteen. 
Hollywood sixteen and Brooklyn and 
Clinton, Conn. each twenty-two days. 
Oh. yes, the other three! Well, five 
weeks (thirty-five days) have elapsed 
and not a peep out of either. All re- 
quiring a money enclosure came 
through but no more promptly than 
the free ones. 

All this shows absolutely nothing 
so far as individual merchandisers 
offering samples goes. If the test were 
repeated, the last might be first. It 
does, however, suggest a check into 
one’s own sample handling “just in 


case. 
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THE T. G. A. CONVENTION 


One of the industry's best and largest conven- 
tions closed with a determination to continue 
the constructive work of the Board of Stan- 
dards and to begin co-operative publicity, if 
funds for the purpose can be raised. Our con- 
gratulations to the T. G. A. It has again 
proven its value as a national organization 
and the farsightedness of its leadership. 


THE Toilet Goods Association at its annual convention. 
after careful consideration and discussion, voted to con- 
tinue the work of the Board of Standards for another 
year and appropriated the funds necessary for this highly 
desirable activity. There was some opposition to the con- 
tinuation of this program but discussion clarified the 
situation materially and the majority of the active mem- 
bers were, at the close, thoroughly convinced of the use- 
fulness and progressive nature of the work. 

No small part of the credit for this should go to the 
fine and convincing report presented by H. Gregory 
Thomas, director of the Board, to H. L. Brooks for his 
constructive discussion in his address as president of the 
association and to Lee H. Bristol for his fine exposition 
of the similar activity of the Proprietary Association. 

Virtually all of the active members now have a thor- 
ough understanding of the work of the Board and of its 
plans for future activity. Unfortunately, the suppliers. 
partly because of the closed meeting, seem still in some 
instances to misunderstand the work of the Board and 
the nature of its proposals. Perhaps this is the reason 
that so many in the supply trades oppose the move. 

It is not the intention of the Board of Standards nor its 
purpose to discourage or interfere in any way with the 
sale of valuable raw materials of any nature, excepting 
those which are definitely harmful and which have been 
or will be definitely blacklisted by governmental au- 
thority. There are only a few such products. Arsenic, 
thallium salts, poisonous dyes, poisonous mercurials, 
surely have no place in cosmetics. These the Board 
will, it is hoped, discourage by publication of a suitable 
“blacklist”, although of course, it has no power to 
absolutely forbid their use. 

No harmless substance will appear on any such list. 
The Board, will, in fact, encourage experimentation with 


any new or old ingerdients which may appear to be use- 
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ful. It will not seek to discourage the sale of vitamins, 
hormones, or other similar ingredients to the makers of 
cosmetics, when presented without undue exaggeration, 
since they do not fall in the class of dangerous or harm- 
ful substances. It will. however, feel free to comment 
upon the claims made for such ingredients. when they 
are exaggerated or untruthful, as a part of the work of 
guiding the cosmetic manufacturer. The entire scope of 
its activities will be along lines much further removed 
from the sources of supply of these and other raw 
materials. 

What the Board will do will be to present such facts 
as may be available regarding new and untried ingredi- 
ents to the manufacturers of finished cosmetics with a 
view to discouraging undue and unwarranted claims for 
the effects of their finished products. Thus it will seek 
to save the industry from some of the errors into which 
it has fallen in the past, errors which have cost the maker 
of finished cosmetics a great deal in both money and 
reputation, and the suppliers of materials no little in the 
way of a broadening market. 

The work of the Board is to concern itself with prod- 
ucts and claims made for them, which cannot be sub- 
stantiated by scientific evidence sufficiently strong to 
stand the scutiny of the Federal Trade Commission and 
the Food and Drug Administration. Knowing something 
of the personnel of the Board and its Committees. we can 
assure the industry and the supply trade that this work 
will be done impartially, justly and diplomatically, but 
without fear or favor. Such an activity the industry has 
needed for many years. Both the manufacturer and the 
supplier would today be far better off if it had been 
started ten or twenty years ago. 

As we said in a previous editorial, “By all means. use 
all of these new products, but be careful what claims you 
make for them. Nothing but trouble can arise from 
claims which the product cannot justify or which will 
not stand the light of scientific investigation.” That, we 
believe, correctly states the position of the Board. It is 
not “for” or “against” any ingredient, unless that in- 
gredient is actually harmful. It is against untruthful 
claims which may lead the manufacturer and the whole 
industry, including suppliers, into trouble with the gov- 
ernment, loss of prestige and of public confidence. 

The convention also studied the excise tax. although 
conditions at the moment do not seem favorable for its 
repeal. Efforts are to be continued and it is hoped that, 
with a proper educational campaign, sufficient public in- 
terest can be aroused for its defeat or modification next 
year. 

A proposal for joint publeity to combat the effects 
of unfavorable comment by consumers’ organizations and 
others was considered. Wisely, we believe, definite action 
was postponed on this until sufficient funds for its proper 
launching could be secured, although the idea was ap- 





proved in principle. This would be worthwhile work and 
it should be done, but a considerable sum is necessary 
and the Association can scarcely assume the burden if 
the industry is not to support it. 

One unfavorable comment on the convention as a 
whole. Recognizing the fine work of the entertainment 
committee, it is still our opinion that the social part of 
the gathering is greatly overdone. Too much expensive 
entertainment is provided; and it is expensive entertain- 
ment. We believe that more out of town members, more 
members who, perhaps, cannot afford a three day trip 
to New York plus the heavy cost of convention tickets, 
would appear and take part in the meetings were there 
more business and less costly pleasure. Could there not 
be a curtailment next year to two day’s business and a 
$10 banquet, instead of two and half day’s business with 
a theatre party, golf tournament and banquet for $25 
plus an extra hotel bill and such other spending as is 
necessary at a convention? The result, we are sure. 
would be better attendance and more attention to the real 
problems at hand. It is something for the executive 
board and the officers to think over at least. 

Finally, we believe the association was quite right in 
continuing for another term the present officers and 
executive board and in adding two more strong and ex- 
perienced members to the board. These officials have 
worked hard and effectively during the last year. They 
deserved their vote of confidence and the association at 
this critical time needs their services for next year. 

It was an excellent convention, featured by fine busi- 
ness sessions and frank and amicable discusssions. May 


there be more like it! 


AN INDUSTRY GZAR? 


Interested persons are promoting a movement 
to establish a "super board of control” for the 


cosmetic industry and appoint an "industry 
czar” in the person of a prominent U. S. Sena- 
tor. This seems a dangerous and foolish step 
in view of the fine organization already in ex- 
istence. It should be resisted by the industry. 


*% o* o* 
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REPORTS of a most circumstantial character have 
reached us regarding the efforts of persons, not au- 
thorized or particularly known by the industry, looking 
to the formation of what might be known as a “super 
board of control” for cosmetics. Most prominently men- 
tioned in connection with the movement is a U. S. Sen- 
ator, not unknown to the drug industry, who is to be the 
“front” or “czar” of the organization, and a Tammany 
politician from New York, who seems to be the “pro- 
moter”. Well known advertising agents have been ap- 
proached to sponsor the movement and undoubtedly, 
“at the proper time”, the industry itself will be let in on 
the secret. 

This is not the first time that outsiders have attempted 
to enter the cosmetic field with plans for its improve- 
ment, usually of such a kind as to be at least modestly 
profitable to those who sponsor them, but of doubtful 
value to those who must pay the bill. 

We now have the T.G.A. and local and regional asso- 
ciations functioning in harmony for industry betterment. 
We have a Board of Standards which has done and will 
continue to do excellent work. So far as we can see, we 
do not need the eminent Senator nor do we need the very 
efficient politican to guide our steps and lead us in paths 
of righteousness to their personal aggrandizement and 
profit. If we need a “czar”, which seems doubtful indeed, 
let’s pick him ourselves. We can surely struggle along 
without being told what we may do by political person- 
ages, even if one of them does happen to be a U. 5S. 


Senator. 


NEW COMPANIES 


Vanity Products Corp., Jersey City, 
N. J.. novelties, $100,000. Filed by 
Samuel B. Barison. 

Oxzyn Co., Jersey City, N. J., cos- 
metics, $50,000. Filed by William J. 
Kirn. 

French Cosmetic Manufacturing Co. 
Inc., Jersey City, N. J., cosmetics, 
$5,000. Filed by William J. Kirn. 

Heather Co., Jersey City, N. J., cos- 
metics, $5,000. Filed by William J. 
Kirn. 

Glame. Inc.. 226 Grand St.. Ho- 
boken., N. Beg 
no par value. Incorporators, all of 
1180 Raymond Blvd., Newark, N. J.: 
John J. Gaffey, Charles V. Webb, Jr., 
and G P. Hobart. Filed by John Page. 


Les Parfums de Suzanne, Inc., New 


cosmetics, 2500 shares 


York, cosmetics, 100 shares no par 
value. Filed by Charles E. Francis, 
150 Nassau St., New York. 

Youthful Face & Figure Institute, 
Inc.. New York, cosmetics, $10,000. 
Filed by Frank Borut, 220 Broadway, 
New York City. 

Allondon-Bayonne Co. Inc., New 
York, cosmetics, $100,000. Filed by 
Arthur A. Beaudry, 220 Broadway. 
New York City. 

Popular Brands, Inc., New York, 
soaps, 200 shares no par value. Filed 
by Jas. A. Manion, 235 E. 45th St., 
New York. 

Marcel Rochas, Inc., New York, 
apparel and cosmetics, 1,000 shares 
preferred, no par value; 3,000 shares 
common. Filed by Evarts, Choate, 
Curtin & Leon, 44 Wall St.. New 
York. 


\. S. Meyers Laboratories, Inc., 
Queens, N. Y., consulting chemist, 
drugs, cosmetics, $200,000. Filed by 
Phillips, Mahoney & Felding, 51 
Chambers St., New York City. 

Whitehall Food Manufacturing 
Corp., New York, extracts, fruit 
juices, oils, essences, 200 shares no 
par value. Filed by Chas. S. Liss, 


26 Court St.. Brooklyn, N. Y. 


BUSINESS RECORD 
Reorganization Petition 
Fraser & Co., 24 W. 51st St., New 
York, cosmetics. Voluntary proceed- 
ing under Section 77-B of the Bank- 
ruptcy Law listing partial liabilities 
of about $13,000. No estimate of 
the assets was contained in the peti- 
tion. 
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Under 
this rather intriguing head- 
line, DON COLLINS points 
oul that some of the time 
tried advertising methods 
have decidedly tortoise-like 
qualities and suggests a hand- 
ful of new methods, which 
he believes can run mueh 
faster toward the goal of in- 
creased cosmelie sales. Here 
are several usable ideas for 
the manufacturer. What will 
he do with them?—EDITOR 


A FEW years ago 


Voight drew 


GAs 


cartoon for a soap manufacturer. It 


an advertising 


appeared in the Sunday comic sec- 
tion of the New York Herald-Trib- 
une. The results of this new method 
of advertising were so successful that 
now every funny section is so full 
of advertisements that Skippy, Pop- 
eye, and Donald Duck dance around 
on one foot in order to keep from 
being crowded back into the ink well 
by Crispy Crunchy Cornies, or Fluffy 
Foamy Soapies. It is about time 
someone thought of a new angle! 
There are plenty of good ideas 
waiting to be used but it takes cour- 
age to be the first to champion them. 
Some of the tested and proven pro- 
motional other 


purposes might be successfully 


methods used for 
adopted by some of the members of 
the cosmetic industry. For example 
all during the fall season many of 
the New York dailies ran football 
that the'r 
tions. The News because of its quick 
returns was perhaps the most suc- 


contests boosted circula- 


cessful. The prize was only $250.00 
but the returns on this 
ran well over a quarter of a million 


one paper 
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every week. Why couldn't a tooth- 
paste, a shaving cream, or a soap 
manufacturer sky-rocket the sales 
method? The 
prize money could be made larger 
than that given by the News and 


the contest run on a national scale. 


curve by the same 


The games listed in all local paper 
contests are national in their scope 
so there would have to be no change 
in the listings or the set-up now in 
With the returns that have been 
definitely into the 
Vews as a basis, it would be safe to 
predict that any company using this 


use. 


known to come 


promotional method would be snow- 
ed under by the box-top returns. 
This type of contest is much fairer 
to the average individual than the 
letter writing, the slogan, or the lim- 
erick variety because there are many 
football upsets each week and the 
so-called are thrown for a 
Such wild guessing as the foot- 
ball contest requires does not afford 


experts 


loss. 


professional contestants any winning 
advantage. 
The 


become a 


have 
profitable business 


run of 
very 


usual contests 
for some of the regular entrants. 
Every vear Gilson V. Willets of the 
National Contest 
lects the “All 
whose earnings mount well up into 
Frank G. 
is probably the heaviest winner was 
given a “Believe it or not” by Rip- 


Headquarters se- 
American Contestants” 
who 


four figures. Davis 


don't 


Ld 


+ 


+ 
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ap 


5 


? 


opNy 


ley. Mr. Davis has averaged a prize 
per week for 16 years. His total 
contest earnings estimated at 
$28,000, and two years ago manu- 
facturers paid him nearly $5,000 in 
prizes. In 1934 Miss Hazel Man- 
ley was not far behind the leaders. 
she captured 162 prizes for a dollar 
total of about $4,500. It 
time 


are 


is about 
rebelled at 
throwing advertising dollars to the 
regular members of the contesting 


manufacturers 


profession and gave the public a 
chance to play with an unstacked 
deck. 

A few years ago one mouth anti- 
septic perfumed its advertising copy 
with the offensiveness of bad breath, 
since that time nearly all of the other 
antiseptic have fol- 
this Why no one has 
ventured into a new line of attack is 
a mystery. 


manufacturers 
lowed lead. 
About a year ago a New 
Jersey dentist blazed into print when 
he declared that the tooth brush was 
unsanitary. He stated that after 
the teeth of a person afflicted with a 
cold were cleaned the brush was usu- 
ally hung in the open where it could 
pick up more germs, spread the cold, 
and reinfect the user. It would seem 
there is some truth to this siatement. 
However, if the tooth brush 
dipped into an antiseptic before and 
after using, the chances of reinfec- 


was 


tion or spreading the cold should be 


somewhat reduced. If some antisep- 














worked this dentist's 
suggestion into their advertising, it 
might pull results. 


tic company 


Three years ago one of the larg- 
est food 
sales volume of one of its lagging 


companies increased the 
produc ts over 300 per cent. This 
was done by sampling people under 
the personal endorsement of the 
family physician. Yet no cosmetic 
company has followed this tip even 
though 50 per cent of the medical 
men and dentists who were ap- 
proached were agreeable to the 
method used. Such a merchandis- 
ing method might be a boon to the 
lotion, cream, or dentifrice manu 
facturer. 

A retired 


cided he did not want to be entirely 


advertising man de- 


idle so he conceived the idea of 
making up a book he called the 
“Gazette des Dames”. This book 
has a circulation of EIGHT yet for 
over a period of ten years, it has 
yielded a nice income to its found- 
er. This magazine is sent out once 
a month to the eight most exclusive 
and expensive women’s clubs in 
New York City where it is placed in 
the reading rooms. 

The “Gazette des Dames” is a 
scrap book, its editorial content is 
made up of photographs of debu- 
tantes and actresses which are sup- 
plied free of charge by the top name 
photographers of the city. The ad- 
vertising pages are sold to exclusive 
dress shops and furriers who also 
supply photographs of their mer- 
chandise which are kept up to the 
exceptionally high standard of the 
other pictures in the book. 

It is very difficult to discern the 


advertisements from the editorial 
pictures but they do get across a 
subtle message very effectively. Why 
wouldn’t it be a good idea for some 
perfumer to follow along these lines 
by placing a high class pictorial mes- 
sage for their products in the rest 
rooms of the leading department 
stores 7? 

{ plan might even be worked out 
wherein stores that have photograph- 
ic studios could supply pictures of 
local celebrities as the editorial con- 
tent of the promotional scrap book. 
Since Time has begun to publish 
Life anyone can learn what an ap- 
pealing picture book should look 
like and with such a book to model 
from, there is no reason why a scrap 
book of a product could not be put 


over effectively. 
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“A PROBLEM” 

\ member takes his feet out of the 
aisle, swallows his gum, and raises 
his hand to inquire whether we can 
put his problem on the Blackboard 
for solution by others of our little 
group of serious thinkers. 

We can, and here it is. And we'd 
like to pass on to our correspondent 
a solution. But we’re afraid to trust 
our unaided opinion. So if your files 
hold an answer, won't you aid a 
puzzled brother in distress? 

“Recently,” 
Reader, “we put on a new salesman 
in a territory that needs develop- 
ment, and to help build things in this 
territory. 


writes our Constant 


We sent out one of our 
oldest and most reliable head dem- 
onstrators to work with him and 
train two new demonstrators who 
had been hired to work in the stores 
of two of our good accounts there. 
Our new salesman is new to us, all 
right, but he’s been carrying sample 
cases in this troublous toilet goods 
business for, lo! these many years. 
The frosts of many winters have 
whitened his scanty locks, and his 
demeanor is one which an Episcopal 
bishop might envy. The o. and m.r. 
demonstrator we sent to help him is 
a respectable and respected grandma 
who for some time has been pester- 
ing us to send her on the road. She 
serves strawberries and ice cream at 
church festivals, contributes regu- 
larly to the Townsend plan, and is 
altogether a most irreproachable and 
estimable member of her community. 

“So we closed our desk last Mon- 
day and went peacefully home to 
dinner, secure in the confidence that 
all would be well in the territory that 
needed development. And now this 
morning comes this letter from that 
paragon of virtue—this letter that 
has shaken our faith in the perma- 
nence of established institutions in 
one way, and in another confirmed 
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COWLING 


it. It looks to us like an excellent 
exhibit for a thesis on, ‘Why girls 
wish to leave home and loved ones 
to become travelling demonstrators 
for toilet goods houses.’ Maybe you 
But if that 
one is too long just head your piece 


could use that for a title. 


‘A Problem.” Anyway, here’s the let- 
ter : 

‘Dear Sir: 

“Yours received this A. M. I am 
getting along just fine, and Miss 
Rooley, our new demonstrator, is 
very good. Also Mr. Seagram, the 
buyer, and Miss Walker, his as- 
sistant, are swell, in fact every- 
body is very nice. 

“Last evening | had Miss Roo- 
ley come up to my room and we 
gave a few demonstrations there. 
She is very capable, yet there is 
not much traffic in the store, stil] 
she is a great sales person, and 
has had wonderful experiences. 

(sic) 

‘Oh! say I like the new boss 
fine, only he works too fast to suit 
me, if you know what I mean ha 
ha. I like my bosses to be friendly 
yet not too much so. I came out 
here to work not to play haha. 

‘I have rearranged the show case 
both under and on top Mr. Sea- 
gram said it looked very nice, did 
better today as we had the new 
cream. 

“Yours truly, 


“Very nice, we think,” continues 
the letter of our puzzled contributor. 
“Very nice,—co-operation and team- 
work do much to develop a territory. 
and harmony between members of 
any organization is highly desirable. 
alwevs. But it is the third paragraph 
of that otherwise encouraging letter 
that will keep us twisting and turn 
ing on our narrow cot tonight. 

“Alas, we fear we do not know 


(Continued on page 115) 
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fornia Fruit Growers Exchange 


CALIFORNIA 
Fruit Growers Exchange is a strictly 
cooperative, non-profit. non-capital 
stock organization, organized under 
the laws of the State of California. At 
the present time, the Exchange (by 
which name we generally refer to Cal- 
ifornia Fruit Growers Exchange) con- 
sists of twenty-five District Exchang- 
es, each of which furnishes one di- 
rector so that the board of directors 
of California Fruit Growers Exchange 
has twenty-five members. They meet in 
Los Angeles every Wednesday morn- 
ing at 9:30 to conduct the business of 
the Exchange. These twenty-five Dis- 
trict Exchanges, in turn, embrace one 
hundred and ninety-five shipping or 
local associations, each of which owns 
one or more packing houses, so that 
there are a total of about two hundred 
and ten fruit packing houses embraced 
within the Exchange 
The one hundred and ninety-five as- 
sociations comprise, in turn, about 
These with 


membership. 


13,500 actual growers. 
their families and employees amount 
to upwards of 50,000 people who are 
directly concerned with and depend- 
ent upon the citrus industry. 

About 75 per cent of the oranges 
and over 90 per cent of the lemons 
grown in California are produced by 
the growers of California Fruit Grow- 
ers Exchange. It ships annually over 
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10.000 


carloads of oranges (462 
boxes per car) and over 16,000 cars 
of lemons (348 boxes per car). one 


box containing 75 pounds of fruit. 


How the 
Exchange Works 


Let us follow briefly 
the working of the Exchange. 
The functions of a shipping or 
local association are harvesting, 
grading and packing the fruit of 
the members. It means consider- 
able investment in packing house. 
machinery, 


picking boxes, 


tools, ladders and trucks. 


bags, 

Only 
bona fide growers are permitted to 
acquire stock, for which they may 
pay by loans, promissory notes, etc., 
to be repaid through “per box” as- 
sessments or otherwise. Because the 
association operates on a strictly non- 
profit basis, dividends are not paid 
on stock but as returns for their fruit 
the members receive the selling price 
less all picking, packing, shipping, 
marketing and overhead 
decides 


expenses. 
about the 
sales. the proper time and the price 
at which the fruit is to be sold. All 
members have contracted to sell and 
market their citrus fruit exclusively 
through the association. It is the 
duty of all members to see that their 


The association 





fruit is picked and handled in the 
most careful manner. Each variety of 
fruit is graded according to quality 
and the board of directors usually 
has authority to determine into what 
pools deliveries of fruit shall be di- 
rected. This pooling of fruit of like 
quality is one of the fundamental 
principles of the Exchange and its 
success is based largely upon the fact 
that it is able to market throughout 
the year an even supply of fruit. This 
feature, of course, calls for a most 
elaborate sales organization and care- 
made, 
taking into consideration crop condi- 
tions, weather reports and market re- 
quirements. At certain times of the 
year citrus fruit is low in price; at 
other times it is much higher and no 
individual grower could possibly hit 
the right market, but by modern mar- 
keting and astute advertising methods 
the fruit is constantly kept before the 
eyes of the public and consumers do 
not have to resort to competitive 
fruit. 

Because it requires skilled pickers 
to do the harvesting properly, the 
association usually does the picking 
of the fruit for its members. It would 
be unfair to careful harvestors to in- 
clude into the pool fruit not properly 
picked, because any decay in trans- 


ful studies are continuously 


portation would harm all members of 
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the pool alike. After the fruit arrives 
at the packing house, it is washed, 
graded, packed and shipped and 
there the functions of the shipping or 
local associations end. 

The District Exchanges then take 
Each Dis- 


trict Exchange comprises on an aver- 


charge of the marketing. 


age about eight shipping associations, 
each of which elects one director to 
serve as a director of the correspond- 
The function 
of the District Exchange consists pri- 


ing District Exchange. 


marily in the selling for the local as- 
sociation and the facilities for selling 
are provided by the nucleus or cen- 
tral body of the whole organization, 
i.e., California Fruit Growers Ex- 
change. The directors of the District 
Exchanges route all cars for the local 
associations according to market re- 
quirements. In order to do this prop- 
erly. they are in constant communi- 
cation body. The 
District Exchanges own no fruit; they 


with the central 


operate at cost and act merely as in- 
termediary agents between California 
Fruit Growers Exchange and the one 
hundred and ninety-five local associ- 
ations. 

The function of this central organi- 
zation is to advise in marketing, to 
to collect 
accounts and damage claims, to im- 


lower the cost of selling, 


prove production and packing, to in- 
crease the consumption of citrus fruit, 
to develop new markets and, finally, 
to supply the public with good fruit 
Each District 
Exchange contracts to ship all its 


at reasonable prices. 


fruit through the central Exchange. 
vet reserves for itself the right to 
regulate and control its own ship- 
ments and to decide when and what 
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Pickers working in a grove in California. 


amount should be shipped, to what 
Thus 
there exists a healthy, free competi- 


markets and the final price. 


tion among the District Exchanges 
and this very point makes the whole 
organization very democratic and ex- 
cludes any autocratic price control. 
This sound principle applies also to 
the shipping or local associations in- 
sofar as they reserve similar rights in 
contracting with their District Ex- 
change. 

California Fruit Growers Exchange 
comprises many departments such as 
orange sales, lemon sales, legal. traf- 
fic, field, accounting and advertising, 
and many subdivisions such as 
claims, routing, research, education, 
inspection, growers service, dealers’ 
The Ex- 
change owns several trade marks, for 
instance, “Sunkist” and “Red Ball.” 


service and by-products. 
































Scene in a Califor- 
nia orange grove 
Royal Palm 


Trees in the fore- 








with 








ground and snou- 





capped mountains 
over 10,000 feet high 








in the background. 











All Photos California Fruit Growers Exchange 


“Sunkist” applies only to fancy and 
extra choice fruit and “Red Ball” to 
choice qualities. Fruit from each as- 
sociation goes under its own brand 
or trade mark but the various grades 
addition, 


may, in carry the 


“Sunkist” for first grades. 


name 


All district managers are kept in 
daily communication with the central 
office in Los Angeles and receive re- 
ports regarding general market and 
weather conditions, movement of cars, 
non-Exchange shippers and move- 
ment of competing fruits such as ap- 
ples, pears, peaches, berries, etc. All 
these telephone or telegraph reports 
reaching the main office in Los An- 
geles are classified daily and printed 
in bulletin form during the night so 
that the following morning this in- 
telligence is in the hands of each Dis- 
trict Exchange and shipping associa- 
tion. Fruit Growers Ex- 
change owns no fruit; it is merely a 


California 


marketing organization acting in be- 
half of its constituents by collecting 
information and distributing it daily 
to its affiliated associations. These, in 
turn, direct when _ their 
fruit shall be sold and the price for 
which they will sell it. The latter 
provision does not, of course, apply 
to auction markets. Should a mem- 
ber, therefore, order his fruit sent to 


where and 


an auction market for disposal, it 
will be sold in that market at what- 
This latter 
fact serves to introduce into the sys- 
tem an excellent balance wheel be- 
cause, since 40 per cent of the fruit 
is sold at auction and since trucking 
facilities are excellent, prices through- 
out the country soon find a level, 


ever price it may bring. 


























which is a very accurate reflection of 
the law of supply and demand. 

The problem of most interest in 
this survey concerns the utilization 
of the surplus fruit which cannot 
find a market or cannot be sold on 
account of slight damage (frost, 
culls). From the beginning it may 
be pointed out that the quantity of 
damaged fruit, because of the gener- 
ally very healthy condition of the 
orchards and the scientifically select- 
ed type of fruit, is relatively very 
small. As a matter of fact, there are 
times when much good grade fruit 
enters into the products business be- 
cause of off-size or of market condi- 
Whenever fruit available at 
the packing house is such that in 


tions. 


view of market conditions the man- 
ager determines that it will probably 
not pay to pack and ship that fruit, 
he sends it to the products compa- 





nies. It is this factor which insures 
a well-balanced market. These cit- 
rus products during the last fifteen 
years have become an increasingly 
important factor in the success of the 
Exchange which has been developed 
and organized along modern and in- 
telligent principles of chemistry, en- 
gineering and marketing. 

As C. P. Wilson* pointed out: 
“The need for the development of 
the citrus products industry in Cali- 
fornia is found in the economic fact 
that 100 per cent of the citrus crop 
cannot be packed and shipped to 
market over a period of years and 
sold for enough to cover the cost of 
production. This problem of han- 
dling surplus agricultural crops in a 
way that will not interfere with the 
orderly marketing of the main crop 






























{ typical modern packing house in which oranges and lemons are received 


from the groves. 


at a price that more than covers pro- 
duction cost was heavily stressed by 
the President of the American Insti- 
tute of Cooperation at Berkeley in 
July, 1928. It was to take care of 
such surplus crops that Exchange 
Lemon Products Company was or- 
ganized in February, 1915, the Re- 
search Laboratory of the Exchange 
in April, 1920, and The Exchange 
Orange Products Company in Octo- 
ber, 1920.” 

It has been pioneer work from the 
start because the available literature 
on the manufacturing of citrus oils 
referred only to the rather antiquated 
methods used in the Sicilian citrus 
industry. The primitive handpress- 
ing methods or even the small types 
of machines employed in Sicily and 
Calabria in hundreds of homes and 
in small factories would never do in 
California where labor and _ living 
standards are high and where, daily, 
enormous quantities of fruit were to 
be worked up in one or two central- 
ly located, large and highly efficient 
factories. The young Californian cit- 
rus by-products industry succeeded 
in developing not only its own very 
modern machines for extracting the 
oils but also certain by-products 
(concentrated juices and especially 
pectins) which thus far had been lit- 
tle known, if at all, in Italy. Much 
credit must be given to the effective 
technical staff which probably more 
than any one factor has contributed 
to the advancement in chemistry and 


Irrigating in orange orchards in 


California. 





engineering of the young citrus 
products industry of California. This 
task consisted in the development of 
new products and processes for the 
better utilization of surplus fruit, in 
the supervising and controlling of 
the manufacturing processes and in 
the development of new outlets for 
them. 

In order to salvage surplus or- 
anges, The Exchange Orange Prod- 
ucts Company was 
1920. 
pendent California, non-profit cor- 


organized in 
For a time it was an inde. 


poration, owned by certain but not 
all of the associations shipping or- 
anges through California Fruit 
Growers Exchange. A few years ago 
it was taken over entirely by Califor- 
nia Fruit Growers Exchange and 
from that time has served all Ex- 
change orange shippers. 

This com pany is operated by a 
manager, assisted by a superin- 
tendent, chief chemist, chief engi- 
neer, etc.—such a personnel as one 
would expect to find in almost any 
¢hemical manufacturing organi- 
zation. It operates on a strictly non- 
profit basis on such fruit as the Ex- 
change shippers desire to send to it 
and its task is to work that fruit over 
into stable products and return to the 
shippers of the fruit whatever money 
remains after the costs of production, 
shipment and sale are taken out of 
the total manufacturing costs. The 
company makes no profit, never pays 
any dividends or interest on stock. 
The properties utilized cost a little 
over three-quarters of a million dol- 
lars to build and install. The fae- 
(Continued on page 111) 





REVIEWS OF TECHNICAL BOOKS 


|] THEORIE UND HI-LFsmitTeL Des 
DAUERWELLENS. By Adolf Schnitz- 
ler, Ph.D., 41 pages. 
from Seijensieder-Ze‘tung and sup- 
plements, Der Parfiimer and Der 
Chemisch-Technische Fabrikant, Vol. 
63. Augsburg, 1936. 
This little pamphlet is a 
and enlarged version of the same au- 
thor’s Das Dauerwellen (The Amer- 
ican Perfumer, Dec. 1935). More 
than half of the text is repeated ver- 
batim (errors and omissions not ex- 
cepted) from the earlier publication. 
Many of the recipes for waving so- 
lutions have been omitted or revised, 
but most of the new ones feature cer- 


Special issue 


revised 


tain commercial products. 

The author brings his readers up 
to date on the work of Astbury and 
Woods (The X-ray Interpretation 
of the Structure and Elasticity of 
Hair Keratin: 1930), an English 
hairdresser, J. Bari Woollss (Revo- 
lutionary Theory of Permanent Wav- 
ing: 1931), and a few others, and 
discusses at length the theory of con- 
verting one form of hair keratin in- 
to another under the influence of 
various softening agents and stretch- 
ing. He seems not to think so highly 
of the published theories of Charles 
Nessler as he did formerly. 

All methods of winding the hair, 
all methods of heating, all types of 
apparatus (including the “machine- 
less” methods of waving), and all 
types of waving lotions, including 
the so-called non-alkaline prepara- 
tions, are well described. 

FLoreNcE E. WALL. 


TRIATHANOLAMIN UND ANDERE 
AETHANOLAMINE. By Emil J. Fisch- 
er. Allgemeiner Industrie-Verlag 
G.m.b.h., Berlin.. 6 x 8 inches. 84 
pages, cloth bound. In 
Price, R.M. 5.60. 1936. 
The book is divided into five sec- 
tions as follows: chemistry of ethan- 
olamine, application of triethanol- 
amines and related compounds, de- 
tection and determination of trietha- 
nolamines, compounds of triethanol- 


German. 


amine for analytical purposes, re- 
view of patents on triethanolamin 
and other ethanolamines. 

An interesting note is the author's 
explanation of the method by which 
triethanolamine becomes a_ hydrate 
in the presence of water. This hyd- 


62 


rate combines with stearic acid in 
the same manner ammonium hydrox- 
ide combines, with water splitting 
off. The explanation is quite differ- 
ent from that usually accepted (tri- 
ethanolamine adds to stearic acid in 
same manner acids add to alkaloids, 
giving acid salts). 

In the second small section, is a 
review of the numerous applications 
of triethanolamines, with quite a few 
formulas for cosmetics. 

The other sections are all small, 
with the exception of that on patent 
For that matter, the whole 
contents are sprinkled generously 
with patent references. 

An interesting addition to the li- 
brary, providing you are interested 


review. 


in the patent side of triethanolamine 
If you 
do not subscribe to foreign cosmetic 


and related ethanolamines. 


journals, it may be worth your while 
to buy this book, for the review it 


offers. M. G. De Navarre. 


| Hentey’s TWENTIETH CENTURY 

Book OF FORMULAS, PROCESSES AND 
Trape Secrets. New 1937 Revised 
and Enlarged Edition by Prof. T. 
O’Conor Sloane. Edited by Gardiner 
D. Hiscox. The Norman W. Henley 
Publishing Co., New York. 883 pages. 
Price $4.00. 
The new edition of this handy book 
has been greatly revised and brought 
up to date. Those without a thorough 
technical training will find this book 
full of new and up to date formulas 
on a wide variety of subjects and 
useful information for working them 
out. It includes a glossary of chem- 
ical terms and their corresponding 
common names, and also several 
pages of descriptive matter regard- 
ing materials mentioned in the book. 
The buyers’ guide has also been en- 
larged and corrected, several sources 
of supply being given for each item. 
A chapter is devoted to workshop 
and laboratory methods in which the 
equipment is illustrated and clearly 
described. 

Of particular interest to our read- 
ers are the chapters on perfumes, 
cosmetics, hair preparations and 
dentifrices. Many new formulas are 
given on suntan and sunburn lotions, 
astringents, manicure preparations, 
hair preparations and bleach creams. 
as well as a number of the standard 


items. In some instances several for- 
mulas are given for one product, thus 
giving the compounder a choice of 
ingredients. 

For the home worker. mechanic. 
small manufacturer, and artisan, this 
is a fine reference book, and those 
wishing to experiment in a private 
laboratory will find it very helpful. 


mm. 4. G. 


| THe Hair & Scavp. By Agnes 
Savill, M.D. William Wood & Co.. 
Baltimore. 288 pages, illustrated. 
1935. 5% by 8% inches. Price $5.00. 
While this book is apparently written 
for the medical practitioner, it is of 
infinite value to the cosmetic manu- 
facturer, particularly the maker of 
hair preparations, including dyes. 
Dr. Savill treats the subject of the 
cosmetic treatment of hair very fair- 
ly. Her attack on the promiscuous 
use of paraphenylenediamine dyes is 
well founded, though she states “I 
have known one lady who has used 
paraphenylenediamine dye for twen- 
ty years and has never suffered any 
symptom of dermatitis.” Interesting. 
too, is the discussion of “dandruff” 
as caused by the bottle bacillus. 
Pityrosporon of Malassez. Since the 
writing of this book, similar find- 
ings have proven the point again. 

Twenty-odd pages describe the 
physiology of the hair, with many 
illustrations. Common disorders along 
with the more serious scalp diseases 
Thus, falling 
hair without scalp disease is de- 
scribed for 12 pages and the same 


are then discussed. 


condition, complicated with disease. 
is covered by 16 pages. 

To assist in referring to particular 
descriptions, type of various forms 
is used. Thick, black type denotes 
the complete description of a disease. 
Ordinary capitals imply that the dis- 
ease is dealt with briefly. Illustra- 
tions are good. The few pages of 
formulas at the back of the book 
should be useful to medical men. 
but are not recommended for the 
manufacturer. Many of 
these containing mercury in some 


average 


form. An interesting hair stimulating 
lotion contains potassium nitrate. 

Anyone wanting a more complete 
discussion of hair and scalp disor- 
ders than now found on the market. 
from the point of view of toiletries. 
will make a wise investment in buy- 
ing this book. This reviewer recom- 
mends it to the industry. 


M. G. vE N. 


The American Perfumer 





va 

- 140 

. 150 

. 185 

. 186 

. 188 

. 200 — 

. 0200 — 

. 215 - 6 

. 230 —13 
Yo. 232 —13 

. 234 —10% 

. 236 —19% 


194 


June, 1937 


M/M 
M/M 
M/M 


544 M/M 
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M/M 
M/M 
M/M 
M/M 
M/M 
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Bath Salt Cap 
Sifter Top Cap 


Screw Cap 
Serew Cap 


Fancy Bath Salt Cap 
Taleum Can Top 
Sifter Top Cap 
One Piece Cap 
Taleum Can Top 


Screw Cap 
Screw Cap 
Screw Cap 
Slip Cap 


Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 


specially designed 


Cap 


For perfumes, taleum and tooth powder, bath 
salts, ete. @ Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 


make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 
345 ELDERT STREET 
BROOKLYN,N.Y. 


‘ ~ 
~* 


FOxcroft 9—3900 


. 238 —15  M/M Talcum Can Top 

. 240 —14% M/M Square Slip Cap 
249 —1414 M/M Screw Cap 

. 250 —12 M/M x 23% M/M 

Oval Slip Cap 

M/M Screw Cap 

M/M x 23% M/M 

Oval Slip Cap 

M/M Bath Salt Cap 

M/M Screw Cap 

M/M Slip Cap 

io. 269 —44 M/M Bath Salt Cap 

No. 281 —11 M/M Slip Cap 


*FITS G. C. A. No. 400 GLASS FINISH 


251 —-15 
257 —12 
. 258 —40 
264*—20 
Yo. 267 —16 


323 


. 282*—24 


jo. 291*—22 
No. 292 
io. 295 —13%4 
jo. 298*—38 


—28%4 


. 300*—18 


lo. 317 —11 


. 323 —45 
. 324*—45 


. 327*—43 


M/M Screw Cap 
M/M Screw Cap 
M/M Flask Cap 
M/M Slip Cap 

M/M Talcum Cap, 
Sifter Top 

M/M Screw Cap 
M/M Slotted Slip Cap 
M/M Bath Salt Cap 
M/M Cream Jar Cap 
Same design as No. 
323. 

M/M Same design as 
No. 324. 








VIULA 


NORDA 


A Violet odor of the Italian 


Type, fragrant, with just a touch of the “leaf” 


chare cter. 


A splendid and popular 


odor for a dusting powder. 


Sample submitted upon request. 


Norda 


ESSENTIAL OIL AND CHEMICAL 
COMPANY, INC. 


NEW YORK OFFICE: 601 WEST 26TH STREET 
CHICAGO: 325 W. HURON STREET 
>t. PADRL: 233 &. #49IM SIRE 
LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 9 ADELAIDE ST., W. TORONTO 
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2 Beautiful, appealing, distinctive—yet thereughly practical packages — 






Continental packaging men are more than artists. They recognize the impor- 
tance of filling, shipping, store display, consumer convenience, and cost. That’s 


why so many manufacturers have found Continental service to be helpful. 
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PAYAN & BERTRAND 


GRASSE, FRANCE 





DISTILLERS AND MANUFACTURERS 
* : OF RAW MATERIALS FOR THE PER- ra 
FUMERY, COSMETIC, SOAP AND 
DRUG INDUSTRIES 


























* Announce * 
the appointment of 
* * 
GERARD J. DANCO, Inc. 
* 333 SIXTH AVENUE, NEW YORK * 
CHelsea 2-7696-7 
* * 
as Exclusive Agents for the 





United States and Canada te 





Absolute French Oak Moss, Colorless 
Absolute Lavender, Colorless 
Absolute Jasmin from Pomade, 100 per cent Soluble 
Absolute Tuberose from Pomade, 100 per cent Soluble 


* 
Oil Flouve odoriferous (NEW) 
7 
Soluble Balsams for perfumery and soap 
. 


Oil Neroli, bigarade petale, Crop of 1937 
Absolute Rose de Mai, Crop of 1937 


Absolute Orange Flowers, Crop of 1937 
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TERPENELESS OILS 


Tue constituents of 
the essential oils of plants are of a 
most diverse character; but they may, 
broadly speaking, be divided into 
two groups, (a) hydrocarbons, and 
(b) oxygenated compounds. Some 
substances containing nitrogen and 
sulfur occur; but the former are rela- 
tively few in number, the most im- 
portant being methyl anthranilate, 
methyl methyl-anthranilate, indole, 
and skatole, while oils containing sul- 
fur are not, in general, of interest to 
the perfumer, though some are to the 
flavoring extract manufacturer. 
Among the hydrocarbons, paraffins 
occur, as well as “aromatic” hydro- 
carbons, or members of the benzene 
series, such as para-cymene; but by 
far the most widely distributed are 
hydrocarbons having one or other 
of the empirical formulae C,,H,,, 
C,.H.,.. The former are known as 
“terpenes,” the latter as “sesquiter- 
penes,” and both may be regarded as 
condensation products of isoprene 
CH. 


their chemistry is complex. 


They are very numerous, and 
That of 
the sesquiterpenes has by no means 
been fully worked out. 

It is remarkable that many of the 
oxygenated substances which occur 
in essential oils are derivatives of 
either 
and, sometimes, 


terpenes or sesquiterpenes; 
when, for instance, 
speaking of the chemistry of the ter- 
penes, the term “terpene” is used to 
embrace all the substances in ques- 
tion, both hydrocarbons and oxygen- 
ated and other derivatives. In _per- 
fumery circles, and in the present 
contribution, its use is rigidly re- 
stricted to hydrocarbons. 

Now it is well know that when a 
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H. S. REDGROVE, B. Se., F. 1. C., 


discusses the proper- 


ties, advantages and disadvantages of these products in an 
article which summarizes the subject for the use of the per- 


fumer and toilet articles manufacturer. 


Not all chemists will 


acree with all of his reasoning but the article should be a 
very useful guide in handling terpeneless and sesquiterpeneless 


oils.— EDITOR. 


mixture of two or more liquids which 
are completely miscible in each other 
is distilled, in general the tempera- 
ture at which ebullition occurs is not 
constant. It rises from a minimum to 
a maximum, the distillate mzanwhile 
changing its character, from a mix- 
ture in which constituents of low 
boiling point predominate to one in 
which constituents of high boiling 
point predominate. By collecting the 
distillate in fractions, therefore, and 
redistilling these, fractions having the 
same boiling point being mixed, a 
partial separation of the mixture into 
its constituents can, usually speak- 
ing, be effected. Repetition of the 
process naturally improves the de- 
gree of separation. 

This process is applied commer- 
cially to various essential oils, with 
the object of separating the oxygen- 
ated constituents from the terpenes. 
and in some cases from the sesquiter- 
It is doubtful if a 
complete separation is ever effected, 
or could be by the method of frac- 
tional distillation, but the resulting 
mixtures of oxygenated constituents 


penes as W ell. 


are relatively free from terpenes or 
from terpenes and sesquiterpenes as 
the case may be, and are known 
oils,” 


sometimes abbreviated “t.f.”  (“‘ter- 


respectively as “terpeneless 
pene-free”) and “terpeneless and ses- 
quiterpeneless oils,” sometimes ab- 
breviated “t.s.f.” (“terpene and ses- 
quiterpene-free”’). 

The products offered by various 
houses under these names differ 
rather markedly in quality. This may 
be. in some cases, due to selection of 
different grades of oils for distilla- 
tions, but a more important factor, 


perhaps, is the care with which the 
distilling process is carried out. 

In a few exceptional 
terpeneless oils are prepared by other 
processes designed to obviate the use 
of heat; but these special products 
need not concern us here. 


instances, 


Advantages: Solubility 


It is obvious that 
any firm preparing terpeneless oils, 
must sell these oils, and the terpenes, 
at prices which will together pan out 
at a higher figure than that asked 
for the straight oil, since the expenses 
of the distillation process have to be 
covered. Moreover, since the mar- 
ket value of terpenes is decidedly 
low, and the yield of terpeneless oils 
usually small, it is obvious that ter 
peneless oils can be marketed only 
at prices very considerably in excess 
of those of the corresponding straight 
oils. Such prices can be obtained 
only if the terpeneless oils show 
equally considerable advantages in 
use over the latter. 

The question, What are these ad- 
vantages? is, therefore, one of out- 
standing commercial importance. 

One advantage, about which there 
can be no dispute, is that of solu- 
bility. The solubility of terpenes and 
sesquiterpenes in diluted alcohol is 
very poor; that of the oxygenated 
constituents of essential oils is often 
quite good. Hence the use of ter- 
peneless and of terpeneless and ses- 
quiterpeneless oils enables alcohol 


costs to be cut. Alcohol can, in part, 


This is less 
important, at any rate in my own 
country, now that industrial spirit 


be replaced by water. 
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can be used in perfumery, than it was 
in the days when only duty-paid 
spirit could be employed; but even 
so. industrial spirit is out of place 
in fine perfumes, and the cutting of 
the amount used in a cheap perfume 
is advantageous both from the point 
of view of odor and that of price. 

Information is usually available 
from manufacturers concerning the 
solubility of their terpeneless and 
terpeneless and _ sesquiterpeneless 
oils in diluted alcohol of various 
strengths; and on the basis of this 
information it is possible to compute 
whether a change over from straight 
to terpeneless oils is likely to effect 
a saving in costs. 

To the flavoring extract manufac- 
turer, seeing that denatured spirit 
cannot be used for making flavoring 
extracts, the terpeneless and terpene- 
less and sesquiterpeneless oils are 
particularly valuable in view of their 
high solubility in diluted alcohol. 


Strength of Odor 


\ great deal of non- 
sense has been written concerning the 
odor-strength of terpeneless oils: and 
tables purporting to give an indica- 
tion of the strength have been drawn 
up on the following basis. 

Suppose an essential oil contains 
20 per cent. of separable oxygenated 
constituents; in other words, 100 lbs., 
of the straight oil yield 20 lbs. of 
terpeneless oil. The terpeneless oil 
then described as having a concen- 
tration of 5. 

But it most emphatically has not 
five times the odor-strength of the 
straight oil. Simple experiment will 
suffice to demonstrate this; and a 
moment's reflection will show the ab- 
surdity of the claim. 

For the terpeneless oil could only 
be five times as strong as the straight 
oil if the separated terpenes were 
odorless. 

Terpenes emphatically are not 
odorless. Indeed, many have fresh 
and pleasing odors, and are used 
to some extent in soap perfumery, 
though owing to the evanescent qual- 
ity of their odors they are not much 
esteemed. It is obvious, however, 
that the distiller of terpeneless oils 
could not sell his separated terpenes 
if they were devoid of odor-value; 
and this odor-value must be allowed 
for in estimating the strength of ter- 
peneless oils. 

Limonene is a good case in point. 
How absurd is it to maintain that the 


60 


whole of the lemon odor is concen- 
trated in the citral and other oxygen- 
ated constituents of the oil, when 
limonene has a very fresh and pleas- 
ing lemon-like aroma, and makes an 
excellent addition to such perfumes 
as those used for disinfectant sprays? 


Quality of Odor 

The odors of ter- 
peneless oils are certainly stronger 
than that of the straight oils in that 
the former oils stand dilution better, 
though not to the extent claimed on 
the basis of such fallacious calcula- 
tions as the one referred to above. 
At the same time, their odors are, 
qualitatively speaking, softer as a 
general rule. 

The most diverse opinions have 
been expressed concerning — these 
odors. Gattefossé, for example, 
praises terpeneless oils to the skies: 
Durvelle contemptuously refers to 
them as “emasculated perfumes.” 

The truth must lie somewhere be- 
tween these extremes; and the fact is 
that the odors of straight oils and 
terpeneless oils are different. Indeed, 
although I may have seemed to have 
suggested the possibility above, 
straight oils cannot be replaced by 
equivalent proportions of terpeneless 
oils in a perfume, nor terpeneless 
oils by equivalent proportions of 
straight oils, without some change in 
odor taking place. The terpenes tell, 
whether for good or ill. 

Which alternative holds depends on 
the character of the composition. It 
is as absurd to claim that the odors 
of terpeneless oils are superior to 
those of straight oils, as it is to claim 
the reverse. Everything depends on 
the purpose for which the oils are 
to be employed. 

Try making 
bay rum with terpeneless oil of bay. 


I take two instances: 


The product is lifeless. Bay rum 
should have a fresh rather spicy 
odor, with plenty of “kick” in it. The 
terpenes in bay oil help to produce 
the necessary freshness and “kick.” 

Now try giving a pleasing top note 
to a floral perfume with straight cori- 
The oil smells like the 


spice, and has an odor suggestive of 


ander oil. 


lemon and sage. The sage odor is one 
that is almost entirely out of place 
in perfumery, and ten chances to one 
the composition will be spoiled. 
But with terpeneless coriander oil 
Here the sug- 
gestion of sage is much reduced, and 
one smells the very fresh floweriness 


the case is different. 





of d-linalol. 
here correct, while the straight oil is 
not. 

Instances could be multiplied. It is 
interesting, for example, to compare 
the soft seductiveness of the odor 
of terpeneless patchouli oil with the 
odor of the straight oil which has 
plenty of “kick.” 
visage formulae in which one would 
be in place and not the other. Both 
have their uses. 


The terpeneless oil is 


It is easy to en- 


Non-irritating Properties 


Terpenes are known 
to be somewhat irritating to the skin, 
though in general less so than alde- 
hydes, phenols and ketones. For use 
in cosmetics, such as beauty creams, 
etc., the terpeneless oils have there- 
fore an advantage over the straight 
oils, though this advantage does not 
exist in those cases where the main 
bulk of the oxygenated constituents 
belong to one or more of the classes 
mentioned above. 

At the same time, the irritating 
properties of terpenes can easily be 
When it is borne 
in mind that liniments used as coun- 
ter-irritants, which are applied to the 
skin in fairly massive amounts, some- 


overemphasized. 


times contain over 50 per cent. of 
turpentine oil (i. e., pure terpenes), 
such as the Linimentum Terebinthi- 
nae of the British Pharmacopoeia, it 
does not seem that there can be much 
harm in a cream containing say one- 
half to one per cent. of a perfume 
compound containing only a small 
proportion an essential oil itself con- 
taining terpenes. 


FRENCH PERFUME EXPORTS 


Exports of synthetic and artificial 
perfumes from France increased 
from 17,159,000 francs in the first 
11 months of 1935 to 19,518,000 in 
the same period of 1936. The prin- 
cipal increases were in the case of 
the United States and Great Britain. 
Exports to Italy fell to an insignifi- 
cant figure. Exports of other per- 
fumes showed a slight drop, amount- 
ing to 98,362,000 francs in the first 
11 months of 1936 as compared with 
99,445,000 francs in the correspond- 
ing period of the previous year. Ex- 
ports to the United States declined 
slightly in quantity as did those to 
several other important export mar- 
kets. (Assistant Trade Commissioner 


Earle C. Taylor.) 
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idly as permits. 


Belves of this service. 


nswers to in- 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail to 


any reader who will enclose a self addressed envelope with his query. 


115.—NON-ALKALINE SHAMPOO 
Q. Please give me a formula for a 
non-alkaline shampoo.—L. M. 
Sweden. 
A. If you want an acid shampoo, 
try the following formula: Sapamine 
citrate 15, citric acid 1, pure saponin 
1. glycerine 1, and 10% solution of 
alcohol in distilled water, 82. All 
parts by weight for solids, and by 
volume for liquids. 
the oil type, try this: Sulfonated cas- 
tor oil 75%..65 parts, sulfonated 


If you prefer 


olive oil 75%—25 parts, mineral oil 
| parts and perfume and water to 
make 100 parts. You might also try 
25% solutions of the sulfonated fat- 
ty aleohols in water. 


116.—CHEAPER ALMOND LOTION 


Q. We are making an almond lotion 
using oil of sweet almonds. The 
product is okeh, but too expensive. 
Do you have a formula using a 
cheaper oil, or would you suggest 
using 4% mineral oil and 2 sweet 
almond oil.—W. S. C., Calif. 

A. You can replace sweet almond oil 
with apricot kernel oil, which has 
properties similar to sweet almond 
oil. You can also cut the sweet al- 
mond oil with mineral oil, but the 
results will not be as good from con- 
sumer viewpoint. Better just replace 
the sweet almond oil in your formu- 
la with apricot kernel oil. Test for 
stability before going into produc- 
tion. 


117.—PERMANENT WAVE 


Q. Could you furnish us with a per- 
manent waving solution formula that 
would produce a good lasting curl, 
and still not make the hair dry. My 
dandruff remover pomade formula 
follows: (this is then given.) Please 
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Am also interested 
in making a greaseless frothy cream 
for my facial work. It should con- 
tain menthol and camphor.—J. P.., 
Penna. 

A. Try the following formula for 
permanent wave solution: Ammonia 
water (26-28%) 25 ounces, borax 5 


comment on it. 


ounces, permanent wave oil 2 ounces, 
and distilled water to make 1 gallon. 
We hesitate to advise you on the po- 
made since this is in the realm of 
medical practice, but suffice it to say 
that the boric acid serves no useful 
purpose ... cut the salicylic acid by 
1/3. For the other product men- 
tioned in your letter, you can use 
70% alcohol and color to suit. The 
several data you want are sent by 
Parts of what you 
asked were not clear, and according- 
ly we must await additional informa- 
tion before advising you. 


separate mail. 


118.— WAVE OL FORMULA 


Q. Your Q&A Department has at- 
tracted my attention. Your answers 
seem to be brief and to the point, and 
I know that you can help me. I! 
need a formula for a first rate per- 
manent wave oil, safe and effective. 
Also, is there any other hair fixative 
beside ammonia and formaldehyde 
for permanent waving?—C. C., New 
Mexico. 

A. A published formula for perma- 
nent wave oil is as follows: rapeseed 
oil 50 parts, hazel nut oil 30 parts 
and ethereal oil 5 parts. Mix cold 
and bottle. Use after permanent has 
been given. Now for the other ques- 
tion. Ammonia water is considered 
one of the best alkalis for permanent 
waving. Less odorous are the am- 
Fixed alkalis can be 
used too, and these might be borax, 
sodium carbonate or potassium car- 


monium salts. 






bonate among others. A complete 
discussion of permanent waving was 
published in The Perfumer for De- 
cember, 1934, which see. If you 
haven’t it, you can find it at the 
library. 


119.—SCAIP RUB 


Q. 1 wish to manufacture a product 
for rubbing into the scalp and leav- 
ing for a few hours or all night, 
then shampooing out of the head. It 
must not leave the hair greasy or 
sticky. This formula is for dry hair. 
H. L. C., Georgia. 

\. You don’t say what kind of prod- 
uct you want, solid or liquid. So 
we take it that you want an ointment. 
Try this: cholesterin compound 2 
parts, vegetable lecithim 1 part, 
maize oil 50 parts, ceresin 64°C 20 
parts, petrolatum yellow 27 parts, 
and lavender perfume to suit. Pre- 
serve with antioxidant. Directions for 
mixing as well as source of materials 
goes to you by letter. 


120.—AMMONIA FACE SOLUTIONS 


Q. Please tell me where I can buy 
sodium cholate. Do you know of 
any permanent wave solution formu- 
la without ammonia? Where can I 
buy turkey red oil?—S. L.. New 
J ersey. 

A. An ammonia free permanent wav- 
ing solution is as follows: potassium 
carbonate 2.5 grams, sodium bicar- 
bonate 2 grams, turkey red oil 1.5% 
and distilled water to make 100%. 
Other suggestions and the sources of 
supply for the materials you asked 
about go to you by separate letter. 


121.—AFTER SHAVING LOTION 


VY. If not asking too much, would 
you send me a formula for making 
an after shaving lotion similar to 
popular ones on the market.—L. H. 
W.. Maine. 

A. Pharmaceutical Formulas gives 
the following as a suitable product. 
Try it. 


Glycerine 2 ounces 
Witch hazel 3 ounces 
Alcohol 3 ounces 
Menthol 10 grains 
Perfume qs. 

Water to make 20 ounces 


Dissolve menthol and perfume in al- 
cohol. Dilute with witch hazel, and 
finally add water and any color if 
used. Filter bright. Lavender is 
popular odor. If you prefer to leave 
out witch hazel increase alcohol by 
14 ounce for the above batch. 
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STYLE TRENDS 


SEVERAL signifi- 
cant changes in fashion edicts came 
ibout as the result of the recent cou- 
ture openings in Paris. Among them 
the lowered waist-line, and this is a 
welcome change after the higher and 
ever higher trend, until the Empire 
gown and its various adaptations was 
becoming to fewer and fewer types 
of women. It was all right for those 
with slim figures, but we have seen 
many naturally short-waisted women 
following this fashion until it ceased 
to become an enhancer of feminine 
charm, as was originally intended, 
and verged upon the fantastic. It is 
this mistaken notion that a really 
lovely style trend must be exagger- 
ated into an extreme, that kills off 
perfectly good ideas conceived by the 
most famous couturiers in the world. 

There are several personalities 
whom it will pay manufacturers to 
watch for advance style trends for 


Fall promotions—Summer ones, to 
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come right down to the present. One 
of them is, of course, the Duchess of 
Windsor, from whose marriage and 
wardrobe there has emerged “Wallis 
Blue,” a shade that will undoubtedly 
have a vogue. Another is Princess 
Juliana of The Netherlands, whose 
recent marriage and visit to Paris 
couturiers, and the resultant trans- 
formation, has brought her into the 
fashion spot-light in no uncertain 
way. 

We said the British influence would 
continue, and the aftermath of the 
Coronation for some time to come 
will be to flood the market here with 
so-called “Coronation fabrics” and 
Don’t take these too serious- 
ly, for when an event so world-wide 


sty les. 


famous is definitely over, other influ- 
ences will arise to take its place as 
time goes on. The simplicity of Brit- 
ish day-time wear will be a key-note 
we will emulate, and deservedly so, 
also the sumptuousness of fabrics 











and rich jeweled accessories may be 
depended upon as a definite Fall eve- 
ning trend. 

And now we come to the all im- 
portant question of make-up. Three 
varieties are indicated for Summer 
and Fall. The first is, of course, the 
subdued street make-up, in which the 
English influence will dominate. In 
line with this Lentheric brought 
out paste rouge, dry rouge and 
lip-stick in “Rose Satiné,” with 
“Beige Satiné” powder to use with 
these. The effect is a very natural 
day-time complexion. The ultimate 
in natural street make-up of the sub- 
dued type, is, of course that achieved 
by Cyclax, an English house, which 
specializes in this. Scrutinizing in 
bright sunlight when these make-up 
aids are used, reveals no artificial- 
ity. 

There is a definite trend away 
from orange shades in both rouge 
and lipstick. Instead, bright red 
shades will be used, and Barbara 
Gould has brought out a rouge and 
lip-stick series in “Currant Rose,” 
which closely approximates the bor- 
der-line between the orange and blue 
tints. The red, red shades, worn 
with a warm shade of powder will 
be popular because of the trend to- 
ward Coronation red for accents and 
accessories, particularly with navy 
blue day-time costumes. 

The third type of make-up, which 
will be the authentic Summer time 
version is, of course, the glowing In- 
dian red sun-tan shade, which bath- 
ing beach relaxation and out-door 
activities will make necessary har- 
monizing shades of rouge, lip-stick 
and powder. In this connection it 
is heartening to have a most com- 
prehensive style tie-up come to our 
desk, when we have been preaching 
the gospel of manufacturers’ promo- 
tions of this kind for many months. 
We are happy to say that we are 
taken seriously enough to please 
even us. 

Lentheric is sponsoring a com- 
plete promotion called “Pan-Ameri- 
can Pageant” to tie-up with the Pan- 
American Exposition which began in 
Dallas, Texas, on June 12 and will 


This is the portfolio containing com- 
plete information for Lentheric’s new 
promotion, which they call **Pan- 
imerican Pageant’’. This is sent to 
the stares throughout the country to 
enable them to tie in with the promo- 
tion adequately. 
























This is how Lentheric capitalizes upon 

the Pan-American Exposition. This 

photograph is included in their pub- 
licity releases. 


continue on through to October 31. 
The promotion features their new 
“Siesta” shade of face-powder, which 
is soft and semi-tropic in tone, for 
sun-tanned skins, and their new 
“Gaucho” shade of rouge and lip- 
stick, which is a dark, yet brilliant 
tone. Eye make-up has been corre- 
lated with “Mayan” blue, and other 
assortments include “Aztec” 
“Toltec” green and “Incan” gold, all 
colors of the Pan-American Exposi- 
tion flag. 


red, 


The promotion follows through 
with text for window-display ar- 
rangements for fashions, travel, ac- 
cessories and gift themes, and both 
photographs of window displays and 
detailed suggestions for these; re- 
produced advertisements which tie-in 
with the locale, even swatches of fab- 
rics in the Exposition flag colors, 
are included. 

Since the whole idea for the Pan- 
American Exposition is a Central 
American one, both South America 
and Mexico may be drawn upon for 
inspiration. Just a year ago this de- 
partment suggested the Mexican 
theme for beach ensembles, mention- 
ing the Oaxaca Zarape, the Chimayo 
hand-woven purse, and pointed out 
the fact that the Indian Thunder 
Bird, the Arrow Head or Cahira, the 
Hopi intermediary diety, the geo- 
metric Papage or Cactus designs be 
used as motifs. 

The Lentheric nation-wide public- 
ity aims at all these tie-ups, suggest- 
ing Indian jewelry, Mexican pottery. 
basketry, woven rugs, all items cited 
a year ago in this department, and 
described in detail. 

Let’s see some more evidences of 
style tie-ups being capitalized upon 
by manufacturers. Why do you sup- 
pose we’re writing all these columns? 
We need a bit of inspiration our- 
selves once in a while, and one of 
the best is to know we’ve been help- 
ful as you’ve read us, and decided to 
use the information we've giving 
you, 

Send along your own material on 
these lines and give us the same sort 
of lift we endeavor to give you. 
We'll talk about it, too, and plenty. 
for we know it is one of the most 
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important phases of success to man- 
ufacturers in the industry. No prod- 
uct or line can be put over today 
without adequate promotion, and if 
it lends itself to a style tie-up—and 
there are not many things that wo- 
men buy which don’t—you're over- 
looking a big bet in both prestige 
and profit if you don’t do this ade- 
quately and efficiently. If you want 
suggestions or ideas, ask us about it 
and we'll gladly give both. 


Necessary Post-Mortem 


Just a few words to 
correct an erroneous impression that 
may have been given anent the 
STYLE TREND news in this depart- 
ment last month. We must blame the 
error ona defenseless proof-reader, 
so we won't be too hard on him, but 
we went to some length to describe 
advance copy on nosegay prints on 
tailored SHIR TS—and the word 
turned out to be “skirts.” 

When it appeared in print 
mingled amazement and_ horror! 


to our 


there was nothing to do about it at 
the moment, but NOW—*“Colorful 
and gay as an old-fashioned garden” 
applies to the upper. not the lower 
part of our costume. 


SELLING HINTS 


Remember as you plan 
your Summer and Fall promotions 
that women today are growing mote 
cosmetic-conscious every day, and 
they are learning more and more 
about what to use, how and why, 
from heauty editors all over the 
country. There never has been a 
time when manufacturers had a bet- 
ter opportunity to cash in intelligent- 
ly, BUT tell the truth about your 
products at the very outset of 
your promotion and advertising cam- 
paigns. If you don’t, they'll find ou: 
anyway, and you will have lost pros- 
pective customers to some manufac- 
turers with more vision. 
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NEWS and 


Dr. Anderson Heads 
Drug Manufacturers 


Dr. John F. Ander- 
son of E. R. Squibb & Sons. Ne Ww 
Brunswick, N. J.. 
president of the American Drug 
Manufac- 
turers Asso- 
ciation. The re- 
cent convention 
at Hot Springs, 


has been elected 


Va.. chose him at 
its final session. 
Oscar W. Smith 
of Parke Davis 
& Co... was elect- 
ed first vice-pres- 
ident: S. De Wit! 
Clough of Ab- 
bott Laboratories, 2nd vice-president; 
Frederick S. Stearns, Frederick 
Stearns & Co., 3rd_ vice-president; 
and R. L. McNeil, McNeil Labora- 


tories, treasurer. 


Dr. Anderson 


Carson P. Frailey 
was again appointed executive sec- 
retary and Horace W. Bigelow. gen- 
eral counsel. 

Discussions centered about the 
proposed food and drug legislation, 
reform of the judiciary and taxation. 
Technical and general committees 
presented their usual reports. A spe- 
cial feature of the meeting was a 
memorial to the late Frank A. Blair, 
for many years president of the Pro- 








EVENTS 


prietary Association and an active 
participant for many years in the 
\.D.M.A. conventions. The annual 
golf tournament and a reception and 
banquet were features of a fine enter- 
tainment program. 


Foragers Plan 
Annual Outing 


June 26 is the date 
for the annual outing of the Foragers 
at Green Gables, Long Branch, \. J. 
As usual, athletic games and the an- 
nual baseball game will be the fea- 
tures. More than the usual number 
of reservations for out-of-town For- 
agers have been made and it is ex- 
pected that this will be one of the 
largest outings on record. Reserva- 
tions may be made by mail to the 
Foragers, Herald Square Hotel, New 


York. 


Creme Velour in 
Rockefeller Center 


The Creme Velour 
Co., a cosmetics concern, has leased 
space for executive and sales offices 
on the tenth floor of Nine Rockefel- 
ler Plaza, in Rockefeller Center. 
New York. Oscar Zimmerman, head 
of the com pany, has maintained 
quarters at 509 Fifth Ave. for the 
past year. 





All the way from the Coast these five people came to the T.G. A. Convention. 
They are Mr. Goldman of Max Factor, Mr. Willats of Colonial Dames, Mr. and 
Vrs. Norman and Mr. Balsley of Merle Norman. 








Additional Space for 
George W. Button Corp. 


The George W. But- 
ton Corp., New York is materially 
increasing the size of its plant at 507 
West 132nd St., having leased an ad- 
ditional 10,000 square feet of space 
according to realty agents who han- 
dled the deal. 


Miller New Head of 
Proprietary Association 


George H. Miller, 
secretary and treasurer of the Mus. 
terole Co.. Cleveland, Ohio. was 
named president of the Proprietary 
Association at 
the annual meet- 
ing in New York, 
May Za to 2. 
Mr. Miller suc- 
ceeds the late 
Frank A. Blair, 
who was_presi- 
dent of the asso- 
ciation for more 
than twenty 
years. Henry P. 
Bristol of Bristol- 
Myers Co., New York was named first 
vice-president; Charles 5S. Beardsley, 
Dr. Miles Laboratories. Elkahart, 
Inc.. second vice-president and R. L. 
Lund. Lambert Pharmacal Co.. St. 
Louis. third vice-president. Charles 
P. Tyrrell succeeds himself as secre- 


Mr. Miller 


tary and treasurer. 

In addition to the legislative and 
scientific reports, presented by James 
F. Hoge, counsel, and by members of 
the scientific committees, the most in- 
teresting session was that devoted to 
the work of the Advisory Committee 
on Advertising. Earle A. Meyer. ex- 
ecutive secretary of the commitee re- 
ported that more than 20.000 pieces 
of advertising copy had been sub- 
mitted to and considered by the com- 
mittee, representing an advertising ex- 
penditure of $125.000,000. He urged 
that members bear in mind four 
basic considerations in preparation of 
copy: 1. Medicine should be offered 
for the relief of symptoms and not 
represented as a cure for basic condi- 
tions. 2. Claims should not be too 
broad. 3. Diseases. too serious for 
self medication. should not be men- 
1. Burden of proof for sub- 
stantiation of claims rests on the ad- 


tioned. 


vertiser. 

The first session was given over to 
a memorial service to Mr. Blair with 
the principal address made by Mr. 
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Hoge. Brief talks were made by rep- 
resentatives of several other trade or- 
ganizations among them H. Gregory 
Thomas, representing the Toilet 
Goods Association and Joseph A. 
Huisking, representing the Drug, 
Chemical and Allied Trades Section 


of the New York Board of Trade. 


Reese Elects 
New Officers 

Frederick C. Couz- 
ens, formerly vice-president of Reese 
Laboratories, Inc., New York, has 
been elected president and general 
manager. Mr. 
Couzens, who 
has merchan- 
dised drugs in 
all four corners 
of the world, has 
been an execu- 
tive of Reese La- 
boratories since 
their reorganiza- 
tion, two years 


ag 
ago. 


Mr. Couzens 


Two other ad- 

ditions to the directorate are Fred- 
erick H. Johnston, M.D., a physician 
of many years standing and reputa- 
tion, as vice-president in charge of 
professional relations, and Dr. Eric 
G. Snyder, formerly with the Insti- 
tute of Plant Physiology of the Uni- 
versity of Berlin, and recently Pro- 
fessor of Biology and Chemistry at 
the University of Constantinople, who 
has been named vice-president in 
charge of research and control. Herb- 
ert Van Nostrand continues as chem- 
ist in charge of production. The 
company is now offering branded 
products for the retail drug trade. 


Plan for Perfume 
Buyers’ Conference 


Plans are under way 
for the Perfume, Cosmetic and Acces- 
sories Exhibit of the Perfume & Cos- 
metic Buyers’ Conference. The grand 
ballroom of the Commodore Hotel 
will house this year’s exhibits and the 
dates are September 20 to 23. Harry 
Becker, buyer of toiletries at Saks 
Thirty-Fourth Street, New York has 
been elected president of the confer- 
ence for the year. Active manage- 
ment of the affair is again in the 
hands of Thomas G. Jones with 
Joseph Byrnes as managing director. 

Other members of the committee 
are: Warner R. Heston, Straw- 
bridge & Clothier, Philadelphia, Pa.; 
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Madelon Powers, Franklin Shops, 
Inc., Hempstead, L. L., N. Y.: Elea- 
nor Wood, Oppenheim Collins, New 
York, N. Y.; D. Schiller, The Namm 
Store, Brooklyn, N. Y.; Hamilton 
Hitt, Allied Purchasing Corp., New 
York, N. Y.; C. L. Frankovich, Wolf 
& Dessauer, Fort Wayne, Indiana; 
Don Hayden, Lasalle & Koch Co., 
Toledo, Ohio; C. E. Goodsell, Sage- 
Allen & Co., Inc., Hartford, Conn.; 
M. Strumpf, Felix Lilienthal & Co., 
Inc., New York, N. Y.; James H. 
Bennett, G. Fox & Co., Inc., Hartford, 
Conn.; Irving Feldman, Kirby, Block 
& Co., New York, N. Y.; C. F. Ef- 
roymson, H. P. Wasson & Co., In- 
dianapolis, Indiana; J. H. Finestone, 
The May Co., Baltimore, Md.; Alice 
Tynan, The Hecht Co., Washington, 
D. C.; A. Q. Johnson, Quackenbush, 
Paterson, New Jersey; Stanley My- 
ers, Gilchrist Co., Boston, Mass. 


McCahill-Robertson 
Launch New Line 


Mary M. McCahill 
and Louise M. Robertson have 
opened a laboratory and office at 250 
E. 43rd St., New York, where they 
are marketing an exclusive line of 
creams and lotions for distribution 
through department stores and spe- 
cialty shops. These young ladies 
have organized a company under the 
name “McCahill-Robertson Inc..” 
and plan to add new items from time 
to time. 





Hopkins to Operate 
Leased Departments 


Ford Hopkins Co., 
Chicago, operator of a chain of drug 
stores in Illinois and the Middle 
West, has leased the drug and cos- 
metic departments of several promi- 
nent department stores including 
Hill’s Dry Goods Co. of Milwaukee 
and Rockford Dry Goods Co., Rock- 
ford, Ill. The company is making 
plans for further expansion along 
the lines of leased departments and 
has organized a branch of its mer- 
chandise department to work along 
these lines. Starting in 1928 with a 
single store of about $50,000 annual 
volume, the Hopkins organization 
this year will do more than $7,000.- 
000 business in its own stores and 
leased departments, a remarkable 
showing during a period of depressed 
business. 


Montagues Perfumes 
In New Quarters 


Montagues 
Perfumes, Detroit, has moved to new 
quarters at 4490 Harding Ave. This 
company was formerly located at 
1759 Hasting Ave. 


California Blossom 
Moves to Sacramento 


The California 
Blossom Co. of Los Angeles, recent- 
ly moved to new quarters at 2020 


Jay St.. Sacramento. 





1 portion of the Houbigant Collection of rare and valued historical items 
recently on exhibition at the Institut Francais, New York City. At the left 


is a wooden coffret of the French Revolutionary Period containing perfume 
bottles, cream jars, funnels, etc. In the foreground is a group of decorated 


boudoir boxes of straw, paper-mache and silk, which were used by the beauti- 
ful ladies of the 18th and 19th centuries. 
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California Blossom Co. 
Moves to Sacramento 


The California Blos- 
som Co., formerly of Los Angeles 
has moved to 305 33rd St.. Sacra- 
mento. The company will, in the 
near future change its name to Pa- 
cific Laboratories, if there are no 
legal obstacles in the way of such a 


change. 


Karren Appointed by 
Charm Beauty Products 


L. Leroy Karren has 
been appointed divisional manager 
in Utah, Idaho, Wyoming, Nevada 
and Montana for Charm Products, 
Inc. He is making his headquarters 
at 169 East Broadway, Salt Lake 
City, Utah. 


Utah Passes Trade 
Control Legislation 


Utah’s state legisla- 
ture, recently adjourned, passed three 
fair trade practices measures which 
will affect all lines of business in the 
state, whether manufacturing, whole- 


sale and jobbing, or retail. It is a 


complete legislative program for the 


elimination of chiseling. In the words 


have gone as far as the Constitution 


of one of its chief sponsors: 


and common sense will allow.” The 
new laws were sponsored mainly by 
the independent grocers and drug- 
gists, but although all other lines of 
business are affected, the only oppo- 


Richard Webb, Jr., the ten year old 
son of R. Righton Webb, treasurer of 
ws Be 
York, received a ticket for the corona- 


Bush & Company, Inc., New 


tion of King George VI from his uncle, 
Sir B. Birchen. Young Richard sailed 
by himself on the “* Queen Mary’? May 
3; and according to latest reports en- 


joyed the experience immensely, 


“9 
ia 


sition came from a big oil and gaso- 
line firm, a chain store grocery com- 
pany or two, and a woman’s lobby. 
The women pleaded that the bills 
aimed at price-fixing, which was not 
the case, in the sense in which that 
term is generally understood. 

H. B. 4 was copied from the Cali- 
fornia and Illinois fair trade acts. 
H. B. 7 was copied from the Robin- 
son-Patman Act and the California 
Unfair Practices Act. H. B. 8 is re- 
garded by some business men as the 
most important measure of the three, 
as important as the former two bills 
are. This act creates a Utah Trade 
Commission with powers of 
regulation of industry and commerce. 


wide 


Herman Fritzsche Returns 
to Germany 


herman 1, 
Fritzsche, president of Schimmel & 
Co., A.G., of Miltitz bei Leipzig, as 
well as the New York firm of Schim- 
mel & Co. Inec., returned on the 
Europa May 15, after a brief visit 
to this country. He left sooner than 
he had originally intended, but he 
now plans to make another trip to 
the United States in the Fall. 


Beauty Shop Equipment 
a $10,000,000 Industry 


Manufacturers of 
beauty-shop equipment, not including 
furniture, $10,562,219 as 
the value of such equipment made in 
1935, according to preliminary fig- 


reported 


ures compiled from returns of the 
recent Biennial Census of Manufac- 
tures, released by Director William 
L. Austin, Bureau of the Census, De- 
partment of Commerce. 

The industry employed 2,179 wage 
earners in 1935 and _ paid 
amounting to $1,967,802. The prod- 
ucts of chief importance were perma- 


wages 


nent-waving machines, made to the 
value of $3.339.934. 

This industry, as constituted for 
Census purposes, embraces establish- 
ments engaged wholly or chiefly in 
the manufacture of devices and equip- 
ment for use in beauty shops or beau- 
ly parlors. The classification does 
not cover the manufacture of furni- 
ture, nor of certain classes of equip- 
ment. such as sterilizers, that are also 
used by dentists, physicians, and hos- 
pitals, 
constituted for Census purposes at 


As this industry was newly 


the Census for 1935. the classes of 


products covered by it were distrib- 


uted under other classifications at 
former censuses, and in many cases 
were not separately reported. No 
comparable figures can be 
therefore for earlier years. 


given, 


Koster Keunen Appoints 
Kuhne Libby Co. 


Koster Keunen, Say- 
ville, N. Y., has appointed the 
Kuhne, Libby Co., 54 Front St., New 
York, as sole distributor in the Unit- 
ed States with 
the exception of 
the Middle West 
where Walter 
Jelly & Co. will 
continue to rep- 
resent the 
pany. 

This announce- 
ment was made 
by Alphonse 
Koster just prior 
to sailing on the 
Vormandie, May 19. Mr. Koster ex- 
pects to be abroad for several months 
visiting the European plant at Aalst, 
Holland. Prior to his departure 
Joseph and Franz Koster, sons of 
Louis Koster, came to this country 
and will remain at the Sayville plant 
for an indefinite time. 

The Kuhne Libby Co. has been en- 
gaged in the raw material field for 
over 50 years and is known as a dis- 


com- 


Mr. Koster 


tributor of ozoherites, synthetic wax- 
es, ceresin and white oils, petrolat- 
ums, etc. 
the United States the various Schlie- 
mann oil and wax refineries of Ham- 
burg, Germany. H. W. Kraaz, who 
is in charge of the Kuhne Libby Co.’s 
wax department will handle the dis- 
tribution of Koster Keunen beeswax. 
He is the son of Henry Kraaz, man- 
ager of the Schliemann oil refineries. 


The concern represents in 


Martha Lee Moves 
to Waco 

The Martha Lee Co.. 
formerly located at 1801 Young St., 
Dallas, Tex., recently moved to new 


quarters at 616144 Washington St., 


Waco, Tex. 


Marriage of 
William H. Barlow 

Friends of William 
H. Barlow, superintendent and chief 


chemist of H. C. Ryland, Inc., New 
York, N. Y. will be interested to 


(Continued on page 77) 
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APCO RESEARCH 
ACTIVITIES e 


HELP YOU SOLVE YOUR 
ODORIZING PROBLEMS | 


Your Pilot for 


Aromatic Perfection 


Make APCO customers laboratory 
service your pilot for Aromatic Progress. We know the aromatic needs of the industry 
and are cooperating with manufacturers in the solution of odor problems that are con- 


stantly arising in today’s market conditions. 


Send for a sample of the aromatic suggestion we have to solve your odor problem, 


SPECIAL OILS WE RECOMMEND 


© For CREAM @ For PERFUME © For POWDER 
Labtest CREAM OIL“A” = Labtest PERFUME OIL“B” Labtest POWDER PERFUME “C” 


CONSULT YOUR NEAREST AROMATIC REPRESENTATIVE FOR INFORMATION AND QUICK ACTION ON YOUR ORDERS 


ATLANTA. . . L.C. MORRIS, 432 Marietta St. NW... . ) . ) .) .)~Phone Walnut 3637 
PITTSBURGH . CHARLES G. W. CAMPBELL, 727 Grant Bldg. . . . Phone Grant 3750 
CHICAGO . . . S.J. VANCE, 205 W. Wacker . . . . «. . «+. + Phone Randolph 7100 
BOSTON .. . ROBERT C. KELLY, 80 Boylston St. . . . . . . Phone Hubbard 7455 
SAN FRANCISCO ESLER JOHNSON, 461 Market St. . . . . . . ) . ~. Phone Sutter 1892 


DUCT S,: INC. 


15 East 30th Street, New York City — Factory, Springdale, Conn. 
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ALCOUA-ALUMINUM 





* It is a matter of record that the big names in shaving 
creams appear on Alcoa Aluminum Tubes. They are used by 
Williams, Colgate, Palmolive, Barbasol, Molle and many 
others. Why? Because they have found these tubes are more 
economical, strong but easy to squeeze, lightweight, more 
beautiful. Pretty good reasons for any product to be packed 
in Alcoa Aluminum Tubes, made by Aluminum Company 
of America, 2170 Gulf Building, Pittsburgh, Pennsylvania. 


June, 1937 


TOMBAREL E 


PRODUCTS CORPORATION 
NEW YORK 
ie —_—$— 


AU caren TT 


TOMBAREL FRERES ROBERT FRERES 


GRASSE, FRANCE GRASSE, FRANCE 


DEPENDABLE SOURCE OF SUPPLY 
FOR NEARLY 100 YEARS 


SYNTHETIC FLOWER ESSENCES 
PERFUME BASES 


NATURAL FLOWER ESSENCES ' 
RESINOIDS ¢ ESSENTIAL OILS SPECIAL PERFUME CREATIONS 


Samples and quotations on request 


TOMBAREL PRODUCTS Corporation 


L. J. Zollinger, Pres. 


9 EAST 19th STREET, NEW YORK, N. Y. 


Telephone GRamercy 7-7375 


Exclusive representatives in the United States, Canada and Cuba: for TOMBAREL FRERES, GRASSE, FRANCE 
and ROBERT FRERES, GRASSE, FRANCE 
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NEWS and EVENTS 


(Continued from page 72) 
learn of his marriage June 10th to 
Miss Hazel L. Pratt, Portland, Me.., 
at the First Presbyterian Church of 
Brooklyn. 

Mr. Barlow is an alumnus of Pratt 
Institute, past president of the Indus- 
trial Chemical Engineering Alumni, 
now serving as treasurer. He has 
been associated with the essential oil 
trade since 1914. In 1920 has won 
second prize in the International Per- 
fume contest conducted by the Amer- 
can Perfumer on behalf of one of the 
foremost toilet preparations manu- 
facturers. 

Mrs. Barlow is a graduate of the 
Long Island College Hospital School 
of Nursing where she has been prac- 
ticing since graduation in 1923. 


Lannon Appointed 
by Ogilvie Sisters 


Ogilvie Sisters have 
appointed William F. Lannon rep- 
resentative on the Pacific Coast and 
Western territory. Mr. Lannon is well 
known in the toilet goods industry, 
since he was formerly connected with 
the White House and the City of Par- 
is Dry Goods Company in San Fran- 
At the White House he was 
He re- 
signed from this position to become 
buyer of toiletries at the City of Par- 
is, where he afterwards merchandised 


cisco. 


assistant buver of toiletries. 


sixteen departments including toilet 
articles and beauty salons. 


Mentholatum to Have 
Plant in Wilmington 


The Mentholatum 
Co., Buffalo, N. Y., is building a new 
plant in Wilmington, Del., which it 
hopes to have ready for production 
during the early Summer. This will 
replace the present branch plant at 
Wichita, Kansas, which will cease op- 
erations when the new unit is in pro- 
duction. Consolidation of the com- 
pany’s facilities and better attention 
to a growing export demand are 
given by E. K. Hyde, president, as 
the reasons for the change. The main 
plant and headquarters will remain 
in Buffalo and the branch plant at 
Fort Erie, Ont., will also be con- 
tinued. 
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?ayan & Bertrand Appoints 
Gerard J. Danco, Inc. 

Jean Faverjon, di- 
rector of the well known house of 
Payan & Bertrand, Grasse, manufac- 
turers of floral products, essential oils 
and perfume materials, is spending 
a month in the United States. Since 


~~ 


Mr. Faverjon and Mr. Danco 


his arrival he has announced the 
appointment of Gerard J. Danco, 
Inc., New York, as his sole repre- 
sentative in the United States and 
Canada. With Gerard J. 


president of his newly 


Danco, 
appointed 
agents, Mr. Faverjon is visiting the 
trade in Metropolitan New York 
territory, New England and through 
the Middle West. 

Payan & Bertrand is one of the 
important Grasse houses whose 
products have been known here for 
many years. Recently the company 
has had no direct representation in 
America and Mr. Faverjon’s trip 
was for the purpose of concluding 
arrangements for such representa- 
tion. Gerard J. Danco, Inc., was or- 
ganized several years ago by Mr. 


Sa 0) 
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Danco to import and deal in essen- 
tial oils and other perfume and cos- 
metic raw materials. Mr. Danco has 
been actively engaged in the indus- 
try since 1919 and enjoys a host of 
friends both in the trade and among 
the consuming industries. 

Mr. Faverjon is pleased at the 
fine and friendly reception which 
has been accorded him throughout 
the industry and has asked us to ex- 
tend his deep appreciation of the 
many courtesies extended him by 
customers and competitors alike. He 
will return to France toward the end 


of June. 


Antonow Again 
Heads Vadsco Sales 


Samuel L. Antonow 
was re-elected president of Vadsco 
Sales Corp. by a record vote of the 
stockholders at the recent annual 
meeting. All of the other officers of 
the company were also re-elected. A 
“committee opposed to the present 
management” could muster less than 
15 per cent of the voted shares at 
the meeting. 


High School Students 
in Noble Experiment 


Skeptical drug and 
cosmetic dealers in Salinas, Calif., 
and surrounding towns, generally be- 
lieve that there will be a lot of 
strange and disquieting odors, nu- 
merous irremovable stains, and a 
general increase in business one way 
or another as the result of a new 
home perfume making movement 
definitely started in the Salinas dis- 
trict. High school students of French 
industries, intrigued by the subject, 
have decided to make their own per- 
fumes, it is publicly declared. 


The travelling twins of Scovill, Dan Cook and Bob McKnight, had special ac- 


comodations to the Canadian convention at Lucerne. 


Here at the left, they are 


mounting the steps and at the right, comfortably ensconced in their side door 


Pullman. What care they for expenses? 


They have lots of ’em! 





Charbert and Siegel 

Settle Differences 

Charbert, 
Siegel Co. Inc.. have 


Parfums 
Inc. and A. L. 
amicably adjusted their lawsuit aris- 
ing out of use by As: ds Siegel Co. 
Inc. of a sachet box which was cyl- 
indrical in shape and had crossed 
By the 
terms of the settlement the sachet 
container will no longer be used. 
\. L. Siegel Co. Inc. did not con- 
cede that it was competing unfairly 
with Charbert in that the sachet con- 


diagonal cords on its sides. 


tainer bore an undue resemblance to 
the well known drum boxes of Char- 
bert, nor were the officers of A. L. 
Siegel Co. Inc. of the opinion that 
the sachet box resembled a drum in 


THE LION 


appearance. Nevertheless, they did 
not desire to engage in trade prac- 
tices which created the slightest pos- 
sibility of their products being sold 


other than on their own merits. 


Brown Addresses 
Dotted Line Club 


Allan Brown, adver- 
tising manager of the Bakelite Corp., 
was the principal speaker at the reg- 
ular meeting of the Dotted Line Club, 
an organization of salesmen within 
the Associated Business Papers, Inc. 
He urged business to be more vocal 
with its opinions and ideas, stating 
that in the clamor by other groups 
the views of business had_ been 
drowned out. 


Licks HIM ! 


COT 
aint 


ee 


NOW isthe time for all of us to unite and voice our disapproval of the 
unjust IOZEXCISE TAX on cosmetics. Write your congressman at once. 


This fine cartoon on the excise tax formed a part of the latest issue of ~*Lab- 


Scents’’, house organ of Aromatic Products, Inc., New York. It clearly expresses 


the part the tax plays in the economics of the industry. 


Couderchet Visiting 
American Representatives 


Maurice G. Gouder- 
chet of Bruno Court, S. A. 
will return to France June 16 after a 
visit of several weeks to the Ameri- 
can trade. He 
made his _head- 
quarters with 
Naugatuck 
Chemical Divi- 
s i on of l ° s. 
Rubber Products 
Co., New York. 
his) American 
represen- 
tatives, and also 
visited the trade 
in the Middle 
West and in Canada, attending both 
the T.G.A. convention in New York 
and the Canadian convention at Lu- 


Grasse. 


Mr. Couderchet 


cerne., 

Mr. Couderchet reports that busi- 
ness in perfume materials abroad is 
better although he expressed concern 
over the rapid rise in prices of floral 
products. All of the Grasse prod- 
ucts will be higher in price this year 
due both to rising costs of flowers and 
overhead and to the fact that yield 
have been lower than normal. For 
roses, he explained, 5.5 francs per 
kilo were paid and it took approxi- 
mately 1200 kilos of flowers for one 
kilo of the finished product, as 
against 3.5 francs and 1000 kilos a 
year ago. Jasmin prices have not 
yet been fixed but Mr. Couderchet an- 
ticipates a price of 18 francs per kilo 
against 12 francs a year ago. 

After a Summer spent in Grasse, 
Mr. Couderchet expects to return to 
America for another visit in the 
Autumn. 


So. African Sales Agency 
Seeking Accounts 


A firm in South 
Africa with a large sales organiza- 
tion has advised us that they desire 
to take up agencies for perfumery 
and cosmetics of a better and cheap- 
We shall be glad to 


give the name of this concern to any 


er class line. 


one interested. 


Albert Schwarz 


Albert Schwarz. 
manager of Etablissements Polak & 
Schwarz, Ltd., Zaandam, Holland. 


died at his home in Asnieres, May 
9») 
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Andre Firmenich 
Returns Home 


Andre Firmenich, 
partner and sales director of Fir- 
menich & Cie, Geneva, Switzerland. 
sailed on the Normandie June 2 after 
spending six weeks in conference 
with his American agents Firmenich 





Seated: Mr. Watson and Mr. Firmenich. 


Standing: Mr. Frascati and Mr. Dubey. 


& Co. Inc., New York. Accompanied 
by Rupert C. Watson, vice-president 
and sales manager of the New York 
house, Mr. Firmenich called on the 
trade in New York, Philadelphia and 
New England. He was favorably im- 
pressed with the progress made by 
the American company since its or- 
ganizalion a year ago. 

Mr. Watson sailed June 12 on 
the Champlain to attend the annual 
sales conference of Firmenich & Cie. 
held in Geneva, Switzerland. He ex- 
pects to be away five or six weeks. 
Alfred E. Dubey. 


vice-president and secretary of the 


In his absence, 


company will be in charge of the 
American office. 


Chatelain Now With 
V. Mane Fils 


F. Chatelain. for- 
merly sales manager for Charabot & 
Co.. Grasse has advised us that he is 
now associated with the firm of V. 
Mane Fils, Bar-sur-Loup, near Grasse 
in the capacity of managing director. 
The Mane company is a manufactur- 
er of flower oils and specializes in 
lavender. 


Fritzsche Official 
Leaves for Europe 


B. F. Zimmer. vice- 
president of Fritzsche Brothers. Inc.. 
is taking a two months’ trip by boat. 
automobile and airplane that will 
take him to Italy, Switzerland, Ger- 
many and England. In France. Mr. 
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Zimmer will spend a part of his time 
at the company’s Seillans plant 
which is now being enlarged. Dr. 
Ernest Guenther, Fritzsche’s chief of 
research, who is already in Europe, 
is expected to join Mr. Zimmer and 
accompany him to Seillans. 


Sterling Buys 
American Fermeat 


Sterling Prod- 
ucts, Inc., has purchased the _busi- 
ness of the American Ferment Co.., 
Buffalo, manufacturers of vegetable 
ferments for a consideration report- 
ed in the vicinity of $7,300,000. Two 
subsidiaries are also included in the 
transaction. The company has been 
headed by James H. Cummings who 
is largely responsible for the phe- 
nomenal growth of American Fer- 
ment Co., since its organization. 


Arabian Toilet Goods 
In New Quarters 


Arabian Toilet 
Goods Co.. Chicago, has moved to 
new offices in the Merchandise Mart. 
They were formerly at 227 W. 
Huron St. 


Ullman Addresses 
Paper Box Men 


One of the most im- 
portant and interesting talks at the 
convention of the National Paper 
Box Manufacturers Association in 
Cincinnati the week of May 24 was 
that of Martin Ullman, New York 
package designer and consultant. Mr. 
Ullman value of the 
container as an aid in sales building 


stressed the 


rather than merely a housing for the 
product. 


Butler on Trip 
to Europe 


M. S. Butler. secre- 
tary of Ungerer & Co.. New York, 
sailed on the Queen Mary, May 206. 
His itin- 
erary includes Wales, London, Paris 
Mrs. Butler and daugh- 


ter complete the party. 


for a European vacation. 


and Grasse. 


Hartman Labs. In 
New Quarters 


Hartman Labor- 


atories, Inc., Detroit. Mich.. has 
moved from 8748 Tireman Ave. to a 
new location at 201 Vinewood St. 


Dates for Salesmen’s 
Golf Tournaments 


The Chemical Sales- 
men’s Association has chosen June 
15, July 13, August 17 and September 
14 as the dates for its series of golf 
outings. The tournament, June 15, 
will be held over the championship 
Baltusrol course at Short Hills, 
\. J.; July 15, Green Meadow Golf 
Club, Harrison, N. Y.; August 17, 
Club, Flushing, 
L. l.; and September 14, Washington 
Irving Country Club, formerly Rock- 


wood Hall, Tarrytown, N. Y. 


Pomonok Country 


Del-Van Laboratories 
Moving to Fort Wayne 


The Del-Van Labo- 
ratories, Inc., has leased a building 
at 3115 Fairfield Ave., Fort Wayne, 
Ind., and will begin the manufacture 
of its line of cosmetics and toilet 
preparations in the new plant about 
July 1. F. A. DeWan, former head 
of DeWan Laboratories, Chicago, is 
head of the company and negotiated 
the lease. 


Burtis J. Dolan 


The industry suffered 
a real loss in the destruction of the 
Hindenburg through the untime- 
ly death of Burtis J. Dolan, vice- 
president of Lucien Lelong, Inc., Chi- 
cago. Mr. Dolan was born in Chi- 
cago in 1890 and was graduated 





The Late Burtis J. Dolan 


from De Paul University in 1911. 
During the World War he served 
with distinction as a Lieutenant of 
Field Artillery and at the time of his 
death was a Major in the Illinois Na- 
tional Guard. Prior to his connec- 
tion with Lucien Lelong, Inc., Mr. 
Dolan was in the real estate business 
in Chicago. 
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Michael A. Ripp 


Michael A. Ripp of 
Gerard J. Danco, Inc., New York, 
died in that city May 15 at the age 
of 42. Mr. Ripp was for many years 
a well known figure in the industry, 
having been connected with the 
American Perfumers 
Inc., and more recently with the 
Funeral 


Laboratories. 


Danco essential oil house. 
services were held May 17 at Cook’s 
Funeral Home in Fordham. Surviv- 
ing are his father, Michael A. Ripp, 
Sr., and two daughters, Leontine and 
Audrey. 


Merton Covey Robbins 


Merton Covey Rob- 
bins, chairman of the board of the 
Robbins Publishing Co., publishers 
of The American Perfumer, died 
May 20 at the Medical Center in 
New York. Mr. Robbins was born 
in Brattleboro, Vt., 62 years ago, the 
son of Marcus R. and Almira L. 
Covey Robbins. He was graduated 
from the University of Vermont in 
1898 with the degree of Bachelor of 
Science and started his career in the 
publishing business as Western rep- 
resentative of the Engineering News 
with headquarters in Chicago. 

In 1907 Mr. Robbins became vice- 
president and Western manager of 
The American Architect and Muni- 
cipal Journal and two years later 
moved to New York as advertising 
manager of the Glass Journal Com- 
From 1910 to 1918 he was 


general manager of /ron Age and 


pany. 


associated publications, leaving that 
connection to purchase Gas Age and 
Brown’s Directory of American Gas 
Companies which are still published 
by Robbins Publishing Co. Branch- 
ing into other fields, the company 
acquired Advertising & Selling, The 
American Printer, Gas Appliance 
Verchandising, and Industrial Gas. 
Two years ago, it purchased T h¢ 
American Perfumer. 

While president of the New York 
Trade Press Association, Mr. Rob- 
bins wrote a clause into its consti- 
tution requiring publishers to sup- 
ply advertisers with verified circula- 
tion information. This move was 
the basis for the Audit Bureau of 
Circulations, of which he was a 
founder and to which he gave its 
name. He was president of the New 
York Business Publishers 
tion in 1915 and 1916, president of 
the Associated Business Papers, Inc.. 
1920 and 1921 and for many years a 


Associa- 
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Mr. Robbins in the Garden of his Vermont Home. 


director of the National Publishers 
Association. 

He was a trustee of the University 
of Vermont and chairman of the Al- 
umni Council in 1921 as well as 
presidert of the Associated Alumni 
and of the New York Alumni Asso- 
ciation in 1915. He was also a mem- 
ber of Kappa Sigma, Phi Beta Kap- 
pa, the Masonic order, Engineers’ 
Club, Men’s Club of Pelham, Brat- 
tleboro Country Club and the High- 
land Park Club of Lake Wales, Fla. 
His summer home was near Brattle- 
boro, Vt., and his winter home in 
Pelham, N. Y. 

Funeral sery ices were held al the 
Hugenot Memorial Church at Pel- 
ham, May 22 and interment at Brat- 
tleboro. Surviving are his widow, 
the former Miss Florence R. Page of 
Burlington, Vt., whom he married in 
1900; two sons, Marcus Page Rob- 
bins of White Plains, N. Y., and 
Merton C. Robbins, Jr.. of New York 
and a daughter, Miss Mary C. Rob- 
bins of Pelham. 





Although the staff of The Perfum- 
er entered the Robbins organization 
only two years ago, they have felt the 
fine aspirational effect of his char- 
acter and influence and have recog- 
nized the value of even so brief an 
association with an outstanding fig- 
ure in commercial journalism. His 
acquaintance with our industry was 
small but the influence of his fine 
ideals of business practice will, we 
hope, long endure in the pages of 
this magazine. 


Manheimer in 
New Quarters 


Reporting in our 
last issue plans of J. Manheimer, 
New York essential oil dealer for 
moving to new quarters, we report: 
ed the new address as on 23rd St. 
The correct address is 214 East 21st 
St., where the company has much 
larger and more convenient space 
than at 10 Greene St. where it has 
been located for several years. 
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Perfumers Discuss 
Excise Taxation 


A discussion of the 
excise tax on toilet goods was a ma- 
jor item at the annual convention of 
the Association of Canadian Perfum- 
ers and Manufacturers of Toilet 
Articles which was held at Lu- 
cerne, Quebec, on June 7 and 8. 
Members of the executive and the 
legislation committee have made con- 
siderable progress in their plans for 
dealing with this question and re- 
sults of a concrete nature are expect- 
ed to follow. T. Haughland of the 
legislation committee, along with 
president Robert Carr of the Asso- 
ciation, was in Toronto, May 11 
when the two attended a meeting of 
the Toronto executive to discuss this 
important question. A more com- 
plete report will appear in our next 


issue, 


Andrews Finds 
Supplies Short 


J. H. Andrews, man- 
aging director of Lyman 
Ltd., returned recently from a buy- 
ing trip to Europe. He states that, 
in the many years which he has been 
purchasing goods in Europe, the past 


Agencies, 


year has been the most difficult to 
secure the products desired. “There 
is a marked lack of available sup- 
plies of a wide range of products as 
a result of activities in the produc- 
tion of war supplies,” stated Mr. 
Andrews. “This is particularly no- 


ticeable in all large producing coun- 
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tries and it has been reflected in the 
prices of drug and toilet articles 
metal containers. The 
sharp increase in the price of lead,” 
Mr. Andrews stated, “has had a bear- 
ing on the price of collapsible tubes 


packed in 


and containers.” 

If the price of lead continues to 
rise, he believes it will not be un- 
reasonable to suppose that an in 
crease in prices must result on a 
large number of tooth pastes, shav- 
ing creams and other toilet articles 
packed in collapsible tubes. 


Lyman to Handle 
Devon Violet Perfume 


A new line of per- 
fume made from Devon violets and 
said to enjoy great popularity in 
England and the U.S. has been taken 
Agencies, Ltd., Mon- 
treal, as a result of the recent visit 
of J. H. Andrews, Managing Direct- 
or, to England and Europe. Mr. 


on by Lyman 


Andrews says that whole farms are 
devoted to the cultivation of these 
violets in Devonshire, England, and 
that this particular type of perfume 
has a distinctive and lasting frag- 
rance. 


Tolchard Address 


Toronto Perfumers 


The speaker at the 
May 3rd meeting of the Toronto 
Branch of the Association of Can- 
adian Perfumers and Manufacturers 


of Toilet Articles, was F. D. Tol- 


chard of the Toronto Board of Trade 


who was introduced by E. H. Wald- 
ruff, president of Louis K. Liggett 
Co. Mr. Tolchard described the 
work of the Board of Trade and some 
of the things which had been accom- 
plished, pointing out that the board 
might be able to co-ooperate with 
the Association in the question of the 
excise tax. 


Rhodes Sails 
for England 


E. N. Rhodes, pro- 
prietor of Health Sales Co., Ottawa, 
is leaving for England, where he is 
contracting some of the firms repre- 
sented including Gerard Bros., Lon- 
don, England. 


Open United Drug 
Co.’s New Building 


More than 400 vis- 
itors attended the formal opening of 
the new executives offices, laborato- 
ries and model “Rexall” store of the 
United Drug Co., Ltd., Toronto. The 
visitors came from Montreal, Wind- 
sor and cities and towns throughout 
Ontario as well as from 
United States cities. The model store 


several 


is efficiently equipped and is on the 
top floor of the new addition to the 
building. It carries a complete stock 
of pharmaceuticals, patent medi- 
cines, toiletries and sundries and has 
a completely equipped dispensary of 
the semi-open variety. Windows in 
the model store are dressed after the 
manner of the new Liggett store in 
Hamilton, Ontario. 


Final Druggists’ 
Bowling Tournament 
The final 


tournament for the Jones Trophy for 


bowling 


Ontario Druggists was held at the 
Olympia Bowling Allies, Toronto, 
on April 19 and the largest attend- 
ance of bowlers and fans in the his- 
tory of the event were present. There 
were 38 teams entered in the tour- 
nament including six from Ottawa, 
two from Windsor, Three from Lon- 
don, two from Hamilton, four from 
the Rokeah Club, 
“Rexall” teams, seven from the 
“Pharmo 60” Club, Toronto, and the 
rest from the Traveling Men’s Auxil- 


Toronto, six 





Sl 





iary to the O. R. D. A. The Jones 
Trophy was won by the Rokeah No. 
1 team and presentation was made 
by C. L. Jones. 


Drug Trading Holds 


Golf Tournament 


The Drug Trading 
Co. of Toronto, held its annual golf 
tournament at the Lakeshore Golf 
and Country Club at Clarkson, June 
2. § G 
Dufferin Street and Eglinton Avenue, 
Toronto, is chairman of the golf 


Gould. whose store is at 


committee. 


Deegan Heads 
Toronto Rotary 


5. 0. 
president and general manager, 
Anchor Cap & Closure Corp. of Can- 
ada Ltd., was recently elected presi- 
dent of the Rotary Club of Toronto, 
the largest Rotary Club in the British 
Empire in point of view of mem- 


Deegan, vice- 


bership. 


British Columbia 
Pharmacists Meet 


The annual conven- 
tion of the British Columbia Phar- 
maceutical Association was held June 
8 and 9 at New Westminster, B. C. 
Many important problems were dis- 
cussed at the B.C. gathering among 
them the discussion on health insur- 
ance as a result of the plebiscite on 
this question which was placed be- 
fore the British Columbia voters 
June 1. 


Kahane Representing 
Castilian Products 
Kahane. 


Man., has been appointed Canadian 


Winnipeg, 


distributor of the toilet preparations 
and soaps manufactured by Castilian 
Products Corp.., Hollywood. The 
company is well known in the Do- 
minion as a manufacturer and dis- 
tributor of soaps and perfumes. A. 
Kahane is general manager and J. 


Kahane sales manager. 


Plans for 
O. R. D. A. Meeting 


{ strong invitation 
has been issued by C. T. Dolan, pres- 
ident of the Ontario Retail Drug- 
gists’ Association to attend the an- 
nual convention of that organization 
at Kingston, June 21 to 24, inclusive. 
In conjunction with the same con- 


o- 
82 


vention the annual meeting of the 
Canadian Pharmaceutical 
tion will be held. An inviting pro- 
gramme of business discussion as 
well as entertainment and sports has 
been lined up and it is believed that 
this year’s meeting at the “Limestone 
City” will break all records in point 
of view of attendance. 


Associa- 


Drug Trading Co. 
Dinner a Success 


Approximately 700 
persons attended the annual dinner 
meeting of the Drug Trading Co.., 
Limited, held at the Royal York Ho- 
tel, Toronto. on May a. & good rep- 
resentation of shareholders from va- 
rious parts of the Province was in- 
cluded. Among the speakers were 


president A. E. Walton; W. W. Step- 


hens, general manager, and J. F. 


Grimes of Chicago, executive head of 
the Independent Druggists’ Alliance. 


Affiliated Products 
Appoints Valmont 


Valmont of Canada, 
Ltd., Windsor, has been appointed 
exclusive Canadian sales agents for 
Affiliated Products, Inc., Jersey City, 
\. J. Prices and terms on products 
of this line will remain unchanged. 


Canadian Imports 


Canada, the United 
State’s fourth best market for per- 
fumes, cosmetics and toiletries, im- 
ported $363.000 worth of toiletries 
during the 10 months from April 1, 
1936 to January 31, 1937, as against 
$365,000 for an equivalent period 
of 1936. 


Canadian Patents and Trade Marks 


Tue increasing international trade 
relations between the United States 
and Canada emphasize the impor- 
tance of proper patent and trade 
mark protection in both of these 
countries in order that the expansion 
of business may not be curtailed by 
legal difficulties. 

For the information of our read- 
ers, we are maintaining a department 
devoted to patents and trade marks 
in Canada relating to the industries 
represented by our publication. 

This report is compiled from the 
official records in the Canadian Pat- 
ent Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


THe AMERICAN PERFUMER 
9 East 38th Street 
New York City 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 6980. Design of a red disc. Soap in 
bar form. The Proter & Gamble Co. of 
Canada Ltd., Hamilton, Ont. 

N.S. 6997. “Surf.” Soaps, detergents, 
washing and cleansing preparations. Lever 
Brothers Ltd., Toronto, Ont. 

N.S. 7001.—“Co-Op.” Food-flavoring ex- 
tracts. Central Co-operative Wholesale, Su- 
perior, Wis. 

N.S. 7043. “Brimsol.” Soaps and cleans- 
ers in powder form. Brim Products Ltd., 
Toronto, Canada. 


N.S. 7070. “O.G.V.” Men’s hair tonic 


for oily hair, men’s hair tonic for falling 
hair and dandruff, men’s hair tonic for dry 
hair, men’s soapless shampoo, etc. Ogilvie 
Sisters Laboratories Inc., New York. 

N.S. 7084, 7085. “Opening Night” and 
“Penthouse,” Perfumes. Lu- 
cien Lelong Inc., Chicago, II. 

N.S. 7105. “Lavendomeal.” Perfumery 
products. Yardley & Co., Ltd., 105 Carpen- 
ters Road, Stratford, London, E., and 33 
Old Bond St., London, S.W. 1, England. 

N.S. 7110. Design of a seal, rampant 
with floral spring in mouth, surmounted by 
reading matter. Liquid tonic shampoo, a 
medicated semi-solid pomade, and, a semi- 
solid paste; all for the treatment of hair. 
Pond’s Hair Care, Ltd., Toronto, Canada. 


respectively. 


N.S. 7139. Design of a Pompeian-period 
man’s head, wreath, face and toga impres- 
sion associated with certain reading matter. 
Rolling massage cream. The Pompeian Co., 


Bloomfield, N. 3. 


Patents 


365.849, 365.850, 365.851.—Tooth powder 
container for first number, and dispensing 
container for last two numbers. The Con- 
tinental Can Co., New York, assignee of 
William F. Punte, Syracuse, New York. 

365,854.—Dispensing container. The 
Continental Can Co., Inc., New York, as- 
signee of William F. Punte, Syracuse, N. Y. 

365.914.—Container cap. Daniel P. Ba- 
lais, Chicago, Il. 

366,025.—Dispensing container. The Con- 
tinental Can Co. Ine., New York, assignee 
of Eli Bourland, Jersey City, N. J. 


Industrial Designs 


11421.—Bottle, substantially cylindrical 
tapering toward its ends, having a threaded 
neck. Yardley & Co. Ltd., 105 Carpenters 
Road, Stratford, London, E., England. 
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I\ quite a number 
of cases where it is necessary to 
combat superficial s kin conditions, 
not at all due to the signs of atrophic 
degeneration such as flaccidity and 
wrinkles, the importance of the su- 
perficial action of the creams be- 
In the treatment 
of erythema (redness) for example, 


comes paramount. 


or cracking (chapping), eczematous 
eruptions, roughness, etc., superficial 
treatment is needed, sometimes to re- 
lieve superficial conditions already 
existent and sometimes to prevent 
them. (This last might be termed 
“protective action.”’ It is essentially 
superficial. For example, it may be 
necessary to protect the skin against 
solar eczema by a persistent fatty 
coating. ) 

The originality of modern meth- 
ods exists in the strict observation of 
these fundamental facts and their ap- 
plication according to the rules which 
we shall explain in the following 
pages. Their scope in scientific cos- 
metology is that of studied methods 
having to do with the excellence of 
the material and thereby distinguish- 
ing them advantageously from the 
more rudimentary and_ empirical 
methods of the old school. In the 
following we shall develope these 
fundamental theses further. 

Although the faculty of a fatty 
substance to lend itself to rapid and 
deep penetration may be considered 
a valuable quality and may cause 
it to be considered particularly use- 
ful in most instances, these intrinsic 
virtues of the material are manifest- 
ed too often only under special 
and sometimes fortuitous conditions. 
Under such conditions we have every 
right to give absolute preference 
without restriction to fatty materials. 
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Cream Vlanulacture 


which are more or less widely known 


as rapidly and easily absorbable. 
Thus, we would have the right to 
consider lanolin, whose extremely 
rapid and deep absorption is quite 
well known, as being rightfully the 
best fatty body for the preservation 
of the skin. In the same way, we 
would have the right to reject petro- 
latum, whose absorbability in its na- 
Nevertheless 
we must class this mineral oil as val- 
uable when it is used scientifically, 
although in other cases it is an inef- 


tive state is almost nil. 


ficient and possible harmful in- 
gredient. 

This fundamental thesis has been 
launched by the considerations stat- 
ed above relating to the different 
cosmetic action (deep or superficial 
and separately or simultaneously). It 
will be carried further by the ex- 
planations which will be given in the 
following. 

The modern school, while ap- 
praising the known virtues of cos- 
metic ingredients at their just value, 
reserves the right to use them at its 
convenience and in accordance with 
the circumstances of cosmetic treat- 
ment as individually conceived. It 
reserves the right to use them in 
particularly propitious media and in 
the form necessary to the full de- 
velopment of their proper action in 
collaboration with all of the com- 
ponents of a cosmetic preparation. 
Thus, we know today that the action 
of any cosmetic raw material de- 
pends upon numerous circumstances 
considerably 
with the form of the essential in- 
sredient and no less with the form 
of the finished preparation in which 
it is used. Further. we know that the 
cosmetic effect of any fatty raw ma- 


and that it may vary 


Ihe second installment of the study of 





cream manulacture 
begun by DR. FRED WINTER in our April issue discusses 
the characteristics and effects of certain fatty ingredients. — In 
subsequent installments the author will discuss materials and 
compounding and give numerous type formulae —EDITOR. 


influenced consider- 
ably by the addition of other fatty 
substances. 


terial may be 


We can secure these ef- 
fects by a judicious mixing of an- 
other fatty body in a predetermined 
proportion, bringing about a cos- 
metic effect quite different from that 
produced by one of the ingredients 
used alone. 

Starting with this viewpoint, mod- 
ern technique in the preparation of 
facial creams depends upon the com- 
plexity of the action of mixtures of 
fatty materials on the one hand and 
on the other upon the action result- 
ing from all of the ingredients of a 
finished cosmetic product forming 
both the vehicle and the additions. 
It also depends upon the change in 
action which may be brought about 
by a more or less definite transfor- 
mation in the original form of any 
essential ingredients. This is espe- 
cially the case with reference to the 
fatty materials used, either in their 
native state without an aqueous ve- 
hicle or in the form of aqueous emul- 
sions, produced either mechanically 
or chemically according to circum- 
stances. 

In general, the cosmetic effect of 
fatty substances is considerably im- 
proved by the addition of an aque- 
ous vehicle. In some cases indeed, 
a very small quantity of water in- 
corporated in the mixture (cold 
cream) may overcome certain diffi- 
culties. which might be caused by 
application of an anhydrous fatty 
mixture. (Irritation of the skin to 
which some people are subject when 
they use fatty creams entirely free 
from an aqueous vehicle.) 
instances modern face 
creams contain quite high percent- 
ages of water (50 per 


In most 


cent and up!) 
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Thus they are in the form of me- 
chanical or chemical emulsions con- 
taining fatty bodies in a state of uni- 
form dispersion. 

To recapitulate, we may say that 
modern cosmetic practice is to pre- 
pare face creams consisting for the 
most part of mixtures of several 
fatty bodies 
proportions to bring about a recip- 


associated in correct 
rocal complementary action, which 
occasions the complex action of the 
cream. Excepting in certain spe- 
cial cases, modern face creams al- 
ways have an aqueous vehicle, wheth- 
er this vehicle is found in restricted 
proportions incorporated in the fatty 
mixture (cold cream), or the content 
of the aqueous vehicle equals or ex- 
ceeds that of the fatty ingredients 
(50 per cent to 80 per cent aqueous ) 


and is intimately associated with the 
fat in the form of a thick emulsion 
of mechanical or chemical character 
(transformation of the fatty body) 
usually a mixed emulsion. 

In fatty “beauty milks” which are 
liquid facial 
creams, the proportion of the aque- 


in principle only 


ous vehicle reaches an average of 90 
per cent to 95 per cent of the weight 
of the milky, fatty, liquid emulsion. 
These “milks” are for the most part 
mixed emulsions and it is the chemi- 
cal emulsion which gives the “milk” 
its necessary stability. In some cases 
the use of special emulsifying agents 
(cetyl alcohol, etc.) permits the 
manufacture of “milks” emulsified 
mechanically. Formulae will be given 
in subsequent installments. 

(To be Continued ) 


MGR CA: 


@ ALCOHOL PROBLEM The 
alcohol problem of last April had 
its interested parties. I want to par- 
ticularly thank Mr. J. B. Whitney 
Jr., of Luzier’s out Kansas City way, 
for his solution to the problem. The 
problem read: “Given a 20% solu- 
tion of alcohol. How much straight 
95% alcohol must be added to give 
a final dilution of 33% alcohol.” 
ANSWER: Place the concentration 
desired on the left side. Draw a long 
line vertically. At top place the 
given concentration. At bottom place 
concentration to be added. Draw an- 
other vertical line. The difference be- 
tween 20% and 33% is 13. Place op- 
posite 95. The difference between 
95% and 33% is 62. Place opposite 
20. Now then, 62 parts of 20% alco- 
hol are mixed with 13 parts of 95% 
alcohol, and you make 75 parts of 
33% alcohol. The 20% solution be- 


ar 


comes 62 or 82.67% of the final vol- 


io 
ume. and the 95% alcohol is 13 or 


io 
17.33% of the final volume. Thus. if 
you have 100 ounces of the 20% al- 
cohol and want to know how much of 
the 95°~ solution to add use simple 
ratio and you get this. If 100 ounces 
of the finished mixture. 


is 82.67% 


Solv- 
ing the ratio and proportion we get, 
20.96 ounces of 95% alcohol required 
to be mixed with the 100 ounces of 
the 20% solution, to make a 33% so- 
lution. We arrive at the first ratio by 
alligation and in figures it is as fol- 
lows: 


then x ounces equals 17.33%. 


20 62 diff. between 
33 95 & 33. 


95 13 diff. between 
-- 20 & 33. 
75 TOTAL 


So long as you keep using the same 
units, the problem works out easily. 
It does not however, account for 
shrinkage of solution when two 
liquids or a liquid and solid are 
mixed. That is another story, and at 
a later date we'll tell you more about 
this. For as you know, when 50 cc. 
of 100% alcohol are mixed with 50 
ce. of distilled water, the final vol- 
ume is not 100 ce. More headache, 
eh? 


@ VITAMINS § The recent report 
of the Toilet Goods 
Board of Standards on the useful- 
ness of vitamins in cosmetics is a 
shock in some respects. While the 
report is modest I cannot help feel- 
ing that there is another side to the 


Association 


story. Accordingly, I hope that the 
manufacturers of vitamized cosmet- 
ics, especially vitamins A and D, who 
have the many data some of us be- 
lieve to exist, will present it in proof 
of the contention that a vitaminized 
cream has advantages over one with- 
out vitamins. The only real way to 
do it, is to publish these data along 
with pictures of cases treated. 


@ SUN TAN Out of 13 samples 
recently tested for filtering qualities, 
we have some mighty interesting re- 
Four of the samples tested 
were trade products sold by national 
One sell- 
ing for almost two dollars showed 
no filtering action whatever in the 
zone 2900 to 3200 A.U. A five per 
cent solution of menthyl salicylate 
showed only 86% absorption in this 
Those cognizant with the 
menthyl salicylate curve will accord- 


sults. 


advertising organizations. 


zone, 


ingly know that this low amount is 
not sufficient for good protection, for 
menthyl salicylate has a maximum 
absorption in this zone, with absorp- 
tion diminishing to practically zero 
in the next zone 3200 to 3500 A.U.. 
where a good deal of sunburn also 
finds its origin. For more complete 
data on this and other sun tan prep- 
arations, write in for a copy of the 
new revised Sun Tan Bulletin. It is 
free to readers. Other free bulletins 
on Wetting Agents, Absorption 
Bases, and Antiseptics and Preserva- 
tives are also available. 


@ DIETHYLENE GLYCOL TOXICITY 
Haag & Ambrose have recently re- 
ported some interesting results on 
the toxicity of this glycol for rats, 
rabbits and dogs. Suffice it to say 
that in low concentration the materi- 
al was practically non-toxic. Notable 
however is the author’s report that 
in the rat, both diethylene glycol and 
glycerine lead to an increase in uri- 
nary oxalic acid. Since it is the 
urinary oxalic acid that is used to de- 
termine toxicity of certain glycols, it 
might be wise to re-test them with 
glycerine controls. 


@ BEESWAX One of the domes- 
tic beekeepers who has been in the 
business for 75 years sent in a sample 
of white domestic bleached beeswax. 
Product is almost odorless—at least 
many times less odor than imported 
grade. While emulsification is a wee 
bit slower, stability of finished prod- 
uct appears to be good. The bees- 
wax is of U. S. P. grade, plus. 
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Extra and Special 


Incorporate Face Powder Base Z and millions of mirrors 
will reflect the merits of your product. One woman will 


tell others and a host of volunteers will flock to your banner. 
Write us for sample. 


ATTOLIN 


A worthy companion product to Face Powder Base Z. 


The ultimate in make-up can be achieved by the use of a 
vanishing cream containing Mattolin and a face powder 
containing Face Powder Base Z. Cream manufacturers 
abroad have enthusiastically received this new product. 
Mattolin has the outstanding advantage of ending shine on 


the face. Samples at your disposal. 


Fronanot 


Strikes the Right Note to Produce 
HARMONY in Your Perfumes. 


Harmony is the keynote to volume sales for your product. 
It creates the right first impression. It makes quality 
obvious from the outset .. . by successfully rounding off 
any edges arising from the different ingredients. 

Floranol is ideal for producing the characteristic Fruity 
Note in Rose odors. It is an absolutely pure chemical body. 
And a little goes a long way ...mellowing and developing in 
your product with the passing of time. 


Try a sample of Floranol the new development in raw 
materials . . . Agfa’s contribution. Your sample awaits 
your request. For use in Rose Compounds . . . in Lavender 
...in Fougere ... ete. 


AGFA AROMATICS DIVISION 


GENERAL DRUG COMPANY 


170 VARICK STREET ...... NEW YORE CITY 
1220 W. Madison St., Chicago . . . . .- . 907 Elliot Street, Windsor, Ont. 
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The glass-lining of Pfaudler equipment is the most effective 
means yet discovered by science to combat acid corrosion 
and its troublesome companion, metallic contamination. 


Whether your product is as sensitive as a glandular extract 
or involves the corrosiveness of a chlorination, glass protects 
it against corrosion. 


Leading brands of perfumes, cold cream, flavorings, extracts, 
etc., are better, purer, and less costly because they are pro- 
cessed in Pfaudler Glass. Complete glass lined distillation 
assemblies permit digestion and recovery of solvents without 
exposing the product to dissolved metallic salts. 


Pfaudler has designed and built a wide variety of equipment 
especially for the drug, cosmetic and allied industries which 
is described in Catalog No. 757. Your copy awaits your 
written request. 


THE PFAUDLER CO., Gas & Electric Bldg.; Rochester, N. Y. 


FACTORIES: Rochester, N. Y.; Elyria, O. MEETS The new pharmaceutical laboratories of Armour 
Branches: New York, Chicago, Philadelphia, Elyria, THE and Company are a model of chemical purity. 


Wherever sanitation is important and freedom 
from any form of cantamination is vital there 
you will find Pfaulder Glass. 


DRAUOLER GCLASS-LINED EQUIPMENT 


O.; (Pfaulder Sales Co.), San Francisco and Los ACID 
Angeles. TEST 





THE 
MALLINCKRODT 
“MAIL BAG: 


Will Sodium Sulfite in solution oxidize 
to Sulfate; and, if $0, can you suggest 
any material that will inhibit this re- 
action? 

Sodium Sulfite does have a tendency to oxidize 
to Sulfate in solution, but under ordinary con- 


ditions of packaging and handling this change 


is so slight that inhibitors, if there are any, are 


M. C. W. 


Mallinckrodt Zinc Stearate has been improved 


steadily until it now represents a new high for 


not necessary. 


quality, uniformity and adhesiveness. If you 
haven't examined a sample recently, write for 


M. C. W. 


What material would you recommend 
for the highest quality depilatory? 


one. 


We suggest Strontium Sulfide. All Sulfides when 
mixed with water tend to form HeS and an 
alkali corresponding to the metalic element of 
the Sulfide. The alkali of Strontium is less active 
than that of Sodium, Calcium or other metals 


Pe LONG MAY IT WAVE 


An improvement has been made in an item of 


; ; : lp ; The Purity of chemicals in hair preparations is of exceeding importance. 
considerable importance in the manufacture of < 
hair restorers. Write for a sample and full Irritating impurities must be avoided and product stability maintained 
details. for mounting sales and good will. Mallinckrodt Chemicals, because of 
M. C. W. their unusual high purity, are particularly adaptable for use in hair 

We want to compliment you on the ap- shampoos, tonics, waving fluids, etc. Every Mallinckrodt production pro- 
pearance and completeness of your In- cedure guards against impurities which might injure tender scalps. The 
dustrial Pharmaceutical Price List. Will fineness of Mallinckrodt Chemicals expedites cosmetic manufacture, 
saving much time and labor. 

. Check up. Do you need potassium hydroxide, potassium carbonate, borax, 
Would your chemist like to have a copy of ou: : : / : ee 
Sdecestel Bhacmeceusicns Peice Lict? We'll he stearic acid, glycerin, lanolin, citric acid or other hair cosmetic chemicals ? 


glad to send one. Order Mallinckrodt at no greater cost. 


MALLINCKRODT COSMETIC CORNER STONES FOR QUALITY BUILT PRODUCTS © 


ST. LOUIS NEW YORK 
CHICAGO TORONTO 
PHILADELPHIA CHEMICAL WORKS MONTREAL 


AciD SALICYLIC RESORCINOI 
MAGNESIUM STEARATI SILVER NITRATE 


BARIUM SULFIDE Acip TANNIC ee 
ZINC STEARATE ALUMINUM CHLORIDI MALLINCKRODT CHEMICAL WORKS =e 
Address nearest office—St. Louis, Mo., or 72 Gold St., New York, N. Y. 


Please send me a copy of the Mallinckrodt Monthly Chemical Price List containing valuable 
Borax QUININE SULFATE information on Mallinckrodt Chemicals. 


HYDROGEN PEROXIDE BISMUTH SUBNITRATEI 


Name 


Si. & No. 
For Every Cosmetic Need City 


Chemicals 
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PERFUMERS, 
toilet goods manufacturers and other 
consumers of essential oils and aro- 
should be able to 
materials at a 


matic chemicals 
purchase these raw 
considerable saving over a month 
ago. 

The tumble of values especially 
those in the essential oil group was 
said to be partly due to developments 
abroad. Giving impetus to the down- 
ward trend were the developments 
in other commodities as well as a 
general falling off in demand. 

The sharp reduction staged by 
lemon oil and glycerine provided the 
price feature of prominence, though 
tallow, grease, and palm oils also 
registered fairly substantial losses. 
Such a development had been more 
or less expected in the face of the 
steady gains witnessed earlier in the 
vear. Many regard the setback as a 
natural reaction and feel that the 
market generally is now in better 
shape to proceed into the next quar- 
ter. 

An authoritative survey over a 
three year period reveals the fact that 
essential oils have increased in value 
by over 50 per cent, whereas aromat- 
ic chemicals have actually declined 
in value by 15 to 20 per cent, de- 
spite the rising costs of some articles 


which are derived from clove, citro- 
nella, safrol, and other oils. 
The trend 


however, is regarded by some as an 


in aromatic chemicals. 


accomplishment insofar as a good 
part of the 
to be based on better manufacturing 


reductions are believed 


methods, new processes, and im- 
proved merchandising. 

The upward trend in clove oil is 
believed to have been checked. W hat 
might be a deciding factor in the sit- 
uation is from Zanzibar indi- 


cating that the condition of the clove 


news 


tree is such that a good crop might 
be expected this year with the harvest 
beginning at the end of June or early 


July. 


alone 


Oil pimento appeared to be 
the 
showing a further upward move- 


among spice group— in 
ment, though nutmeg, mace, and cor- 
iander all displayed strength. 

The technical position of eucalyp- 
tus is still firm. After a slight set- 
back, renewed strength developed. 
Since a further seasonal slackening 
in demand is likely it is not expect- 
ed that any real immediate appreci- 
ation in will be 
Demand for citronella was quiet. 


values witnessed. 
Without exception, Spanish oils dis- 
played considerable strength. — Pres- 
ent prices on thyme are too close to 
replacement costs, and those with 


contracts are not sure of ever getting 
deliveries because of conditions ex- 
isting at the source. 

The outlook in citrus oils is more 
favorable, especially in the face of 
recent declines in lemon and orange. 
The larger operators in lemon are 
still hopeful that the downward trend 
will shortly be checked. Warmer 
weather is at hand and this should 
result in a more active demand. Lime 
has displayed considerable strength 
over the past few months. Current 
demand while not especially active, 
continues to have a decided impres- 
the the 
smallness of stocks. 


sion on market because of 

Brown camphor oil derivatives 
have failed to change in price at the 
source. The spot market was rather 
unsettled at times since dealers who 
had covered their requirements some 
time ago at fairly attractive prices 
seemed rather anxious to liquidate 
holdings. 

The gums proved very interesting 
over the past month partly because 
of speculative operations. One large 
shipper of Arabic defaulted on con- 
tracts to the extent of 2,400 tons. 
While quotations responded to high- 
er levels because of the rush to cover 
it is believed that failure to deliver 
such a quantity will have a more 
markets 


influence on world 


the rains set 


serious 


later on when in and 
receipts of new crop gum begin to 


fall. 


live. 


lragacanth was strong and ac- 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 


Tallow, N. Y. C. extra. $ .08//, @ 
Edible .08!/2 
Fancy AN, 

Grease white .08'/, 
House 07% 
Yellow 077% 

Lard 12%, 


FATTY ACIDS 


Coconut Oil, tanks ALY, 
Corn Oil, distilled, tanks. .12 
Red Oil, distilled, tanks 10%, 
White, drums 134 
Stearic Acid, s'gle prs.,c.l.  .12 
Double pressed 121, 
Saponified 12%, 
Triple pressed ASI, 
Saponified 15, 


OILS 
.10 @ 
.09', @ 


0654 @ 
08% @ 


Nominal 


.09'/, 
08!/g 
.08!/, 
13%, 


@DODO® 


12" 


14/5 
13 

1314 
13%, 
16", 
1b, 


ODADDODDO DD 


SOAP MAKING 
Castor No. |, tanks 
No. 3, tanks : 
Coconut, Manila Grade, 
tanks 


Corn. 


mill, 


crude, Midwest 


tanks 


Cotton, crude, Southeast, 


Nominal 


ANWg 


Nominal 


tanks 
Refined @ 
Lard, common No. | bls. @ 
Foots, barrels . 
Palm, softs, drums d @ 
Niger, casks @ 
Palm, kernel, tanks @ 
Peanut, crude, tanks 
Refined, barrels ; 
Soya beans, mill, tanks 1014 
Tallow, acidless, barrels 12", 
Whale, Crude No. I, 
Coasts, tanks .09 
Refined, barrels 101, 


GILYCERINE 
C. P., drums extra 21'/, 
Dynamite, drums extra 2114 
Saponification, drums 5A, 
Soap, lye 14 


Nominal 
Nominal 
Nominal 


ROSIN 
Barrels of 280 pounds 


$8.60 K 
8.67!/, M 


$9.47!/, 
9.47\/5 


9.05 N 
9.47\,, W. GC. 
9.47. WW 
9.47//, 
9.47\/5 


CHEMICALS 


18°, 100 
. $1.00 


Wood 


Acid, muriatic, 
POUNGS ..0... 
Sulfuric, 60°, ton ... 12.00 
66°, ton... ches sas Ce 
Borax, crystals, carlot, ton. 42.00 
Cyclohexanol (Hexalin)... .30 
Naphtha, cleaners, tk. cars .09!/, 
Potassium carbonate, 
80@85%, .07 
Hydroxide, 88@92% .. .07/4 @ 
SO TON ckccresccscegn rte @ 0RR0 
Sodium carbonate 58°, 
light, 100 pounds . @ 2.37 
Hydroxide 76% solid, 
@ 3.75 
80 @ 


@BQD DODOO®O 


1.23 
100 pounds . 2.60 
Silicate 40°, drums, 
works, 100 pounds .. 
Sulfate, anhydrous 024, @ 03 
Phosphate, tri-basic ... .02!/. @_ .03 
Zine oxide U.S.P., bbls. 0 @ .0, 
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VITAMIN F BELONGS 


IN EVERY SUNBURN ano SUNTAN PREPARATION 


(1. For Greater Effectiveness 
(2. For Increased Sales . . 


Business acumen joins hands with science in dictating the 
addition of Vitamin F to sun- preparations of both the preventive 
and remedial type. 


It is the experience of alert manufacturers that these Vitamin F 
products achieve exceptional sales response, because they do not have to 
create a market of new users but, on the contrary, find ready acceptance by 
an established mass market already cognizant of the value of Vitamin F 
through favorable experience with other Vitamin F products. Your own 
sun-preparations, given the promotion impetus of Vitamin F, can likewise 


capitalize on this ready-made consumer demand. 


New users, moreover, are quickly attracted, in view of the 
medical value of Vitamin F in alleviating burn (a value amply demonstrated 
by the time-honored use of Carron oil) and because of the proved efficacy 
of Vitamin F in use to counteract skin dryness, aggravated during summer 
months by added exposure to the drying influences of sun and water. 
Vitamin F is not incompatible with quinine, aesculin, menthyl salicylate, 
or other fluorescent materials employed as the screen. 


The opportunity presented by Vitamin F to sun-preparations 
is one which, in our opinion, commands the attention of every maker whose 
product is directed toward greater effectiveness and increased sales. Your 


inquiry is invited. 


ARCHER-DANIELS-MIDLAND co. o ARCHER-DANIELS-MIDLAND CO.. SPECIALTIES DIVISION 


IINNEAPOLIS. MINN.. Dept. A76 
SPECIALTIES DIVISION MINNEAPOLIS, MINN. Check ‘s attached for of VITAMIN F (59,000 Shepherd-Linn 


14-gal 
t ’ 


gram) at $19. (Send quantity 4 


. : aa . . . so. send treatise, titled ‘*Vitamin n Cosmetics,” by 
Canadian Distributors: The F.W .Horner Co., Ltd., Montreal,Can. = ee ee ree. 2 — : 
(Pioneers in the industrial production of the original cold- 

pressed, stabilized and biologically assayed wheat germ oil 


VITAMIN E). 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almond Bit., per |b. 
& & A. 


Sweet True 
Apricot Kernel 
Amber, crude 
rectified 
Ambrette 
Amyris balsamifera 
Angelica root . 
seed 
Anise, U. S. P. 
Araucaria . 
Aspic (spike) Span. 
French ; 
Balsam, Peru . 
Balsam, Tolu, oz. 
Basil 
Bay 
Bergamot 


Birch, sweet N. C. . 
Penn. and Conn. . 


Birchtar, crude . 


_ $2.50@ $3.00 
. 2.60@ 2.75 
90@ .95 
30@ = .35 
\8@ = .25 
50@ 60 
(oz.) 46.00@ 
3.00@ 3.25 
. 75.00@ 
90.00@ 
783@ .85 
1.75@ 1.85 
1.35@ 
1.55@ 
5.50@ 6.25 


4.25@ 

2.40@ 2.60 
1.55@ 1.75 
3.45@ 3.80 
1.90@ 2.00 
3.75@ 4.00 
15S@ «18 


Caraway 


Cardamon, Ceylon. : 


Cascarilla : 
Cassia. 80@85 p.c. 
rectified, U. S. 

Cedar leaf 


Cedar wood ....... 


Cedrat 

Celery 

Chamomile 

Cherry laurel . 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
ava 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 


2.05@ 2.20 


-.. 30.00@ 38.00 
_ 55.00@ 75.00 


-95@ 1.00 
1.10@ 1.25 
85@ 1.10 
24@ ~=.26 
4.15@ 


-. 12.00@ 14.50 


5.50@ 8.00 


. 14,00@ 15.00 


7.75@ 22.00 
7.00@ 12.00 
42@ ~~ 50 
45@ «50 
1.25@ 1.35 


. 16,00@ 20.00 


65@ .68 
20.00 Nom'l. 
1.40@ 1.50 
2.85@ 3.00 
8.75@ 9.00 
4.85@ 5.25 
3.00@ 


Galangal . 
Galbanum . 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grapefruit 
BG <ive.401503 
Guaiac (Wood) 
Hemlock 
ar 
Horsemint .... 
Hyssop 


Junper Berries 

Juniper Wood . 
Laurel .. 
Lavender, English 
French 

Lemon, Italian 
Calif 


.. 35.00@ 
- 15.00@ 


4.15@ 5.00 
4.00@ 4.50 


-. 12,00@ 


3.15@ 3.75 
8.25@ 9.50 
3.00@ 3.75 
2.10@ 3.00 
24.00@ 
$3. 10@ $3.50 
1.05@ 1.25 
8.50@ 13.00 
2.50@ 


- 40.00@ 50.00 


1.25@ 1.55 


50@ 60 
8.00@ 10.00 


Birchtar, rectified 715@ «85 rk Lemongrass ... 
Bois de Rose . 1.35@ 2.75 een ae Limes, distilled . . 
Cade, U. S. P. 45@ ~~ «55 Dillseed 3.00 3.85 expressed 10.25@ 12.00 
Cajeput 60@ .80 EE ea: Linaloe , devcctsncee Sa Cae 
Calamus .... weeceeeee 3.50 Nom'l. IR ioc 55S a ...e. 1.45@ 1.55 Lovage ve eeeees +++ 65.00@ 72.00 
Camphor "white" 22@ .24 Estragon aver . 32.00@ 35.00 Mace, distilled . 1.40@ 1.50 
Cananga, Java native 1.95@ 2.35 Eucalyptus 43@ 45 ; 4.50@ 6.75 
rectified 2.15@ 2.85 Fennel, Sweet ............ 1.10@ 1.20 (Continued on page 92) 


Mandarin 


HARRY E. PFALTZ 


Tinie 1927 


Creator of Distinctive Perfumes 


for the Trade 


206 West 19th Street New York City, N. Y. 


CHelsea 3-1419 


a LR Se 
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(Continued from page 90) 


Marjoram 
Melissa 


Mirbane (see Nitrobenzoi) 


Mustard, Genuine 
artificial 
Myrrh 
Myrtle 
Neroli, Bigarde, P. 
Petale, extra 
Nutmeg 
Olibanum _ 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
dist. 
Origanum, Spanish 
Orris root, con. (oz.) 
Orris root, abs. (0z.) 
Orris Liquid 
Parsley 
Patchouli 
Pennyroyal Amer. 
French . 
Pepper, black . 
Peppermint, natu-al 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones 
Pine needles, Siberia 
Pinus Sylvestris . 
Pumilionis 
Rhodium, Imitation 
Rose, Bulgaria [oz.) 
Rosemary, French 
Spanish 
Rue 


6.30@ 
4.00@) 


8.00@ 9.00 
1.95@ 2.25 
10.00@ 
3.35@ 3.75 
98.00@ 125.00 
130.00@ 155.00 
1.40@ 1.50 
5.00@ 5.25 
2.25@ 2.60 
2:00@ 2.50 
2.80@? 3.75 
3.00@ ; 3.25 
2.50@. . 
.20@ 
250 1:50 
5.25@ 5.50 


- 35.00@ 50.00 


18.00@ 25.00 


- 10.00@ 11.00 


5.00@ 8.00 
1.85@ 2:10 
1.60@ 1.75 
5.25@ 6.02 
2.55@ 2.75 
2.80@ 3.00 
1.15@ 1.40 
2.35) 2.50 
2.85@ 4.50 
3.00@ 

1.00@ 1.20 
1.45@ 1.75 
1.50@ 1.75 
2.10@ 3.25 
6.00@ 12.00 
60@ 75 
65@ .80 
2.20@ 2.35 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 

Spruce 

Styrax . 


Tansy 
Thyme, red 
White 


Valerian 

Verbena 

Vetivert, Bourbon 
Java . 
East Indian 


Wine, heavy 


Wintergreen, Southern 


Penn. & Conn. 
Wormseed 
Wormwood 
Ylang-Ylang, Manila 

Courbon ; 


1.70@ 2.00 
25.00@ 30.00 
5.50@ 6.00 
4.75@ 5.75 
1.05@ 1.25 
39@ .42 
1.50@ 1.75 
2.00@ 2.15 
11.25@ 13.75 
1.05@ 1.25 
6.00@ 10.00 


3.50@ 4.00 
1.10@ 1.40 
1.05@ 1.25 


14.00@ 14.50 
4.00@ 8.50 
8.75@ 12.50 
15.00@ 25.00 


- 30.00@ 


1.25@ 
3.35@ 
4.50@ 
2.90@ 
3.00@ 

22.00@ 
5.00@ 


TERPENELESS OILS 


Bay 

Bergamot 

Clove 

Coriander 

Geranium 

Grapefruit 
Sesquiter ‘less 

Lavender 

Lemon 

Lime, ex. 

Orange, sweet 
bitter 





3.25@ 4.00 
9.50@ 14.00 
4.00@ 5.00 


. 40.00@ 


8.00@ 12.50 


. 45.00@ 60.00 


85.00@ 
8.00@ 8.50 


. 14.00@ 24.00 
.. 54.00@ 72.00 
.. 78.00@ 90.00 

- 90.00@1 15.00 


Petitgrain 
Rosemary 
Saga, Clary 
Vetivert, Java 
Ylang-Ylang 


OLEO-RESINS 


Benzoin 

Capsicum, U. rf Pp. xX. 
Alcoholic 

Cubeb .. , 

Ginger, U. S. P. VIII 
Alcoholic 

Malefern 

Oak Moss 

Olibanum 

Orris 

Patchouli . 

Pepper, black 

Sandalwood 

Vanilla 


3.25@ 3.75 
2.50@ 4.00 


.. 90.00@ 
.. 35.00@ 
. 28.00@ 35.00 


3.25@ 3.50 
2.20@ 


3.20@ 
2.50@ 3.25 


3.10@ 3.25 
3.75@ 4.00 


1.65@ 2.00 


6.00@ 15.00 
3.50@ 


. 12.00@ 15.00 


20.00@ 22.00 
4.00@ 4.60 


16.00@ 
10.00@ 11.75 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 
Alcohol C 8 

c. 9 

Cc. 10 

ch .. 

C 12 a 
Aldehyde C 8 

c. 9 

Cc 10 

C iil 

C 12 


(Continued on page 95) 


2.00@ 
1.35@ 2.00 
7.50@ 8.00 


. 16.00@ 20.00 
. 26.00@ 40.00 


21.00@ 28.00 
20.00@ 25.00 
14.00@ 25.00 


.. 30.00@ 
. 45.00@ 70.00 


42.00@ 60.00 
33.00@ 50.00 
26.00@ 32.00 


U.S.P. POWDERED CASTILE SOAP 


POWDERED NEUTRAL SOAP 
SHAMPOOS (Liquid Only) 


COCONUT ° 


Specially 


OLIVE Olt © CASTILE 


prepared for repackaging 


CLARITY ASSURED 
Send for list and samples 


KRANICH SOAP COMPANY, INC. 


54-60 RICHARDS STREET BROOKLYN, NEW YORK 


price 
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Your own brand 
of cosmetics... . 











must bring you a satisfactory profit— 
but above all must possess merit and 


distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aved but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


We list only the fast selling items. If what 
you need is not listed, let us know and 


we 


CREAMS 
Acne 
All Purpose 
Bleach 
Cleansing 

Cocoa Butter 
Cold 
Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 

Deodorant 


SUNDRIES 
Rouge Compact 
Lip Sticks 


The 


will advise you promptly regarding it! 


Sundries (Cont'd) Liquids (Cont'd 

After Shave 
Lotion 

Deodorant 


Cream Rouge 
Eye Shadow 
Dusting Powder 


LIQUIDS 
Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


More 


Light, Med. an4 
Heavv weight 


der has a world 


linker 


MFG. 4EG. CO 


9200-9210 Buckeye Rd., Cleveland, Ohio 


FACE POWDER 
than 70 
shades of the 
highest grade in 





carried in stock. 
The quality of 
our Face Pow- 





wide reputation. 





June, 


1937 


VELIZAR 


BAGAROFF 
OTTO OF ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of your 


consideration. 
° 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


OIL LAVENDER 
ALTITUDE 


lt costs more than inferior 
oils; — it's real Lavender. 


Selected from the finest producing regions, rep- 
resenting the highest standard in quality, odor, 
uniformity. 


“JE Ofbefte Sffence Diftiflers” 


W. J. BUSH & CO. 


INCORPORATED 


NEW YORK, N. Y. 


LONDON 
MESSINA 


MITCHAM 
GRASSE 








ee hae 


A PURE 


94 


SOLVAY 


SAre  BRYSTAL aabee 


oe ani 





EVEN FOR THE TENDEREST SKIN 





Repackaged and sold under your own label, you 
can be absolutely certain that you are selling a 
product of purity . . . that will be soothing and 
delightful to the softest skin. 


That’s the reason for the immediate popularity of 
many leading brands of bath crystals now on the 
market—their base is Snowflake. 


But Snowflake’s popularity among repackers as a 
bath crystal base is also due to its unusual ability 
to take and hold delicate perfumes and color tints. 
In the finished product—when it’s dressed up for 
sale in transparent packages and jars—it makes 
the front row on store counter tops every time. 
And customers just can’t resist buying it when 
they see it. 


Use Snowflake as your bath crystal base—and 
watch your sales go up! It won’t harm even the 
most delicate skin. Write immediately for full 


information to 


SOLVAY SALES CORPORATION 
Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 


40 RECTOR STREET NEW YORK 








ALEXANDER SAYS: 


’ WN, 


BE CAUGHT 
NAPPING 






Tue public demand for cosmetics is rapidly increasing. But 
the public wants only modernized cosmetics made according to 
highest standards and uniform in quality. 


Wirnot T installing expensive equipment you can supply this 
public demand by doing business the CARLOVA way. 


CARLOVA products keep in advance of the trend. Simply 


send us your containers and labels—for us to fill and ship at 
surprisingly low cost from our plants at St. Louis, Mo., and 


Binghamton, N. Y. 


Let us help you with your problem 


TOILET WATERS : ALL TYPES OF CREAMS 
NAIL POLISH : ALL TYPES OF LOTIONS 


PERFUMES 
BRILLIANTINE 
HAIR TONIC 


CARLOVA ne. 


TALCUM : ALL TYPES OF POWDERS 





BINGHAMTON 
NEW YORK 








Hy-Spsed 
FILTER DISCS 


asbestos or filter pulp 


Pure, long-fibred, iron-free asbestos pro- 
cessed under an exclusive formula gives 
Hy-Speed Asbestos Discs their unbeatable 
filtration qualities. Where filtration cost 
is a primary factor, Hy-Speed Pulp Discs 
are used with utmost satisfaction. Either 
type Disc is available in all sizes and 
shapes to fit any filter. We'll gladly send 
you samples. 


WE MANUFACTURE 
Disc Filters Glass-Lined Tanks 


Labelits Transfer Pumps 
Portable Mixers Revolving Tables 
Mixing Units Paste Mixers 


Filter Discs 
Filtering Asbestos 


Bottle Fillers 
Bottle Rinsers 


Write for NEW Catalogue 


ALSOP 
ENGINEERING CORP. 


Milldale, Conn. 
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C 14 (so-called) ....... 

C 16 (so-called) ...... 
Amy! Acetate 
Amy! Butyrate 
Amy! Cinnamate ... 
Amyl Cinnamate Aldehyde. . 
Amyl Formate 
Amyl Phenyl Acetate ...... 
Amy! Salicate 
Amyl Valerate 
PIN ic eines sian 
Anisic Aldehyde .... 
re mh Pi. 


Siete 
Benzyl Acetate 
Benzyl Alcohol . 
Benzyl Benzoate ........ 
Benzyl Butyrate ...... 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol ......... 
Benzylidenacetone .... 
Borneol 


Bornyl Acetate ............ 
DINER roe caceqnie oh k'sie-s 
Butyl Acetate ............. 
Butyl Propionate .......... 
Butyraldehyde 
Carvene 
Carvol 
Cinnamic Acid 
Cinnamic Alcohol ......... 
Cinnamic Aldehyde. . 
Cinnamyl Acetate ... 
Cinnamyl Butyrate ... 
Cinnamyl! Formate .... 
Citral C. P. 

Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin ... sts 
Cuminic Aldehyde i 
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_$13.00@ 
_ 13.00@ 


15@ 
1.05@ 
2.50@ 
2.50@ 
1.60@ 
3.00@ 

80 
2.00@ 
1.20@ 


ing 


Dibutylphthatate 29@ = «35 
Diethylphthalate ........ 32@~~=—«37 
Dimethyl Anthranilate .. 7.00@ 8.50 
1.00 Dimethyl Hydroquinone . 2.65@ 3.75 
1.25 Dimethylphthalate 50@ .60 
Diphenlymethane .. 1.70@ 2.25 

3.75 Diphenyloxide 1.20@ 
kon Ethyl Acetate 30@ .50 
‘90 Ethyl Anthranilate ..... 6.25@ 8.25 
2:40 Ethyl Benzoate 1.20@ 1.75 
1.25 Ethyl Butyrate 1.00@ 1.25 
3.25 Ethyl Cinnamate 3.50@ 4.00 
P Ethy| Formate 1.00@ 1.25 
1.90 Ethyl Propionate ........ 1.25@ 2.50 
175 Ethyl Salicylate .. ..... 1.15@ 2.50 
"70 Ethyl Vanillin 10.75@ 15.00 
1.00 Eucalyptol ...... 460@ .75 
1.80 WE cee wicus ca xesowis 2.35@ 3.25 
6.00 Geraniol, dom.......... 1.10@ 2.60 
8.00 Geranyl Acetate ...... 1.70@ 3.00 
Geranyl Butyrate 6.00@ 8.00 
13.50 Geranyl Formate 5.00@ 7.00 
4.00 Heliotropin, dom. ......... 2.20@ 3.00 
Peo foreign .. 2.35@ 2.50 
: Hydratopic Aldehyde 25.00@ 27.50 
5.00 Hydroxycitronellal .... 2.00@ 6.50 
Indol, C. P. ...........(0z.) 2.10@ 4.50 

PEI oon ioe a5 ot 2.30@ 

lso-butyl Acetate .......... 2.65@ 
4.25 Iso-butyl Benzoate 2.75@ 3.25 
Iso-butyl —— 3.00@ 46.00 
3.60 ONO gc iceisu semen 3.50@ 3.60 

2.00 I ra a wai gia dle tin daa 2.00@ 
12.00 —Linalool ....... 2.10@ 4.75 
14.00 Linalyl Acetate 90%, 2.45@ 3.75 

Linelyl Anthranilate . 15.00@ 

2.80 Linalyl Benzoate .. . 10.50@ 
a Linalyl Formate 9.00@ 12.00 
5.00 Menthol, Japan 3.20@ 3.35 
4.65 NE ia aaa sid acnue 2.25@ 3.00 
52.00 Methyl Acetophenone 1.35@ 2.10 


Methyl Anthranilate 
Methyl Benzoate .......... 
Methyl Cinnamate ......... 
Methyl Eugenol ....... 
Methyl Heptenone ; 
Methyl Heptine Carbonate. . 
Methyl Iso-eugenol ........ 
Methyl Octine Carbonate 
Methyl Peracresol ...... 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette . 
Ketone ee3 
Xylene 


Nerolin (ethyl ester) 
Nitrobenzol . coeas 
Nonyl Acetate ......... 


Octyl Acetate .... 


Paracresol Acetate ........ 
Paracresol Methyl Ether .... 
Paracresol Phenyl-Acetate .. 
Para Cymene (gal.) .. 
Phenylacetaldehyde 50%. 
100% .. 

Phenylacetic | Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol ........ 
Phenylethyl Anthranilate 
Phenylethyl Butyrate 
Phenyl Formate ........ 
Phenylethy! Propionate 
Phenyl Valerianate ..... 
Phenylpropyl Acet. .... 
Phenylpropyl Alcohol . 
Phenylpropy! Aldehyde 


Rhodinol 


Safrol ... ‘saad 
Santalyl Acetate ..... 
SOOO Gre Wat i. inc'aasiea (on. 


Styralyl Acetate ...... 
Styralyl Alcohol .... 


-. 26.00@ 32.00 





3.00 
1.75 
3.65 

3 6.75 
2.50@ 4.50 
25.00@ . 28.00 
7.00@ 12.00 


6 


3.75@ 5.50 
2.10@ 2.75 
42@ 50 
4.60 
4.85 
1.55 


1.78 


“0 46:00 48.00 
. 35.00@ 40.00 


4.00@ 5.50 
3.25@ 4.50 
8.75@ 16.00 
1.25@ 1.65 
2.50@ 5.00 
6.85@ 9.75 
2.25@ 4.00 
2.95@ 5.60 
3.00@ 4.25 


. 16.00@ 


8.00@ 12.00 
12.50@ 18.00 
9.50@ 


- 16.00@ 


8.00@ 11.00 
4.50@ 8.35 
8.00@ 12.00 


10.00@ 18.50 
63@ «75 


. 22.50@ 


6.00@ 9.00 
10.00@ 15.00 


. 20.00@ 


(Continued on page 97) 





Modern Cosmetics and Toilet Goods 
require Modern Raw Materials 


167—Escalol: 


Creams; 


189—Bath Oils; No. 


No. 


Description of a number of these modern raw materials, together with suggestions 
as to their uses in creams and lotions—soap and oil shampoos—bath oils—soap- 
less dentifrices—lathering and brushless shaving creams and other cosmetics 
and toilet goods are given in the following Laboratory Data: 


No. A new Development in Sunburn Preventive Material; No. 173 
—New Developments in Cosmetic Raw Materials; 
Soaps and Oil Shampoos; No. 
No. 214—Modernizing Cosmetic Creams, Lotions, Lathering and Brushless Shav- 


No. 215—A new Preservative and Antioxidant. 


180—Improvements in 
195—Soapless Dentifrices; 


Copies of any of the foregoing Laboratory Data will be sent upon request. 


Pioneer American Manufacturers of 


VAN DYK & Co, ... ()[}/' | 7 





EXECUTIVE OFFICES AND WORKS: 


57 WILKINSON AVE., JERSEY CITY, N. J. 


OS ANGELES 


1282 


SUNSET BOULEVARD 








Kazanlik 


Distributing depots: 


Check your needs 
All purpose cream [_] Cream Rouge 
Beauty Mask __] Mosquito Cream 
(] Deodorant ] Eye Shadow 
Cleansing Cream [_} Perfumes 
Acne Treatment [| Shampoo 
} Cold Cream | Lotions 
(} Rouge Compact |] Face Powder 
() Lip Stick |_| Hair Tonic 
Check the above list and send it to 
the Solo Laboratories for prices and 
samples without obligation. A mod- 
ern laboratory and expert technicians 
assure you of a product that will get 
repeat sales. 
es 
Solo Laboratories produce 
every type of quality cosmetic, 
Packaged or in bulk. 


SOLO LABORATORIES, INC. = 


341 W. Austin Ave. Chicago, Illinois 


= Your Own Product 5 1f 


PK. SHIPKOFF & CO. 


° 


Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 





o — 
S 5 

T T 3 
- OF z 
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SHIPKOFF'S OTTO of ROSEe 


¢ Own Distillation . . . is always uniform 


and of one quality only ... the BEST 


NEW YORK @¢ LONDON 







PARIS 8 GRASSE © HAMBURG 





is always 100% PURE .. . always 


100% WHITE... always 100% UNIFORM. 


This Super-Bleached 100% Pure White Beeswax is 
correctly processed from correctly chosen crudes 
. . . bleached by masters in the art of bleaching 
beeswax, the result of nearly half a century of 


experience. 


A complimentary sample box is yours for the ask- 
ing. Write today! 


@ Irae, Are 1°) 2a ae © 


SYRACUSE ° NEW YORK 
CHICAGO: Riviera Products Co. 215 W. Ohio  Sirect 
DETROIT: J. L. Matthieu Sons, 1965 Porter Street 
NEW YORK: L. A. Barber, 1123 Broadway, Room 301 
SAN FRANCISCO: H. R. Laist Company, Rialo Bu'lIding 
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(Continued from page 95) Calamine . secedecs Qe. 2a Oils, Vegetables (See page 88) 


Calcium, phos hate iid rate ale .08@ .084, Oilban tear ; 
T ion. 1.50 phosp ( 4 anum, tears... Bi 16@ ~~ .28 
owed e P. om 36 Phosphate, tri-basic ; A3@~ = «15 siftings ; 7 08@ «410 
Thymone 45@ sulphate .... ; .. 03%@ .04 Orange flower water, gal. 1.50@ 
Thymel Beer ea ac ar tie 155@ 1.65 Camphor 54/2>@  .62 Orange flowers ....... ‘ 30@ = .90 
eens | " , il) oe 3.65@ ais — seed aan Me Orris root, powd. .......... 20@ «75 
anillin (clove oil) .... ‘ . astoreum cncccccs ee (OCC 16.00 
(guaiacol) ...... .. 3.55@ 5.05 Cetyl Alcohol . . .75@ 1.50 CN acca s cas cosy’ 0442@ 07 
Vetiveryl Acetate . ... 30.00@ 38.00 Pure . vecccee (Ca Qe Patchouli leaves . -16@ ~~ .20 
Violet Ketone — ee... 5.00@ 10.00 Chalk, precip. ; ... 034/2@ .06!/, Petrolatum, white ....... 07@ SCI I 
ON 2 oss ss... 5.50@ 8.00 Cherry laurel water, gal. 1.25@ Fhenol .... cies oA ae 
re . 5.25@ 8.00 Citric acid . hace .25@ .25'/ Potassium, Carbonate 14@ «1? 
Civet, ounce 5.00@ 5.50 Hydroxide U.S.P. ‘ 36@ = «37 
Yara Yara (methyl eater! . t50@ 1.75 Clay, Colloidal Bek 03@ .03!/, 
BEANS Cocoa butter lump 20@ = .25 Quince seed... 75@ 1:25 
Tonka Beans, Para .... 1.25@ 1.40 Fatty Acids (See page 88) Reseda flowers ............ 1.50@ 1.65 
Angostura .............. 2.50@ 2.75 Formaldehyde. 06@ .06!/, Rhubarb root, powd. .. 38@ = .45 
entns Formic Acid . 2@ ~~ 216 Rice starch os 09 Nom'l. 
“M @ Seens hol Fuller's Eearth, ton .. 15.00@ 33.00 Rose leaves, red ........... 1.95@ 2.15 
exican, whole 5.00@ 5.50 Rose water, gal. . .... 4.25@ 
Mexican, cut 4.50@ 4.75 @uscens oeecee L70@ ~~ 85 
Bourbon, whole 4.80@ 5.00 Gum Arabic, white 30@ = .35 Salicylic acid ............. 40@  .45 
South American 4.50@ Auabas 15S@  .18 Sandalwood Chips Sa 45@ «50 
Gum Benzoin, Siam 1.45@ 1.65 Saponin .... a or 1.75@ 
SUNDRIES AND DRUGS Sumatra :; 18@ 20 — — —_ tener “uO 0 23 
Gum galbanum ; 90@ 1.05 odium, Carb. Crys. 01%, 02'/, 
— 190-pf. gal Pr = Gum myrrh 45@ = «.52 ‘ Phosphate, Tribasic : 03@ .04 
' -pt. toe . permaceti . en eeenl 25@ = .28 
Almond meal ....... ee 21 25 
aa... o.8 031, Henna, powd. .. A2@ ~~ .15 —— . 55@ 3.25 
Aluminum chloride ....... 10@ Weyeregen perenive . — & re, eee oa / i 
Ambergris, ounce 25.00@ 35.00 os : 06@ .03 Tertaric acid 24Y4@ .24%, 
Balsam, Copaiba 40/,@ «45 a — ace an .22 
: Labdanum ; 3.50@ 5.50 ragacanth, No. | 3.10@ 3.50 
—" gal. tee eeee a oo Lanolin, hydrous wi 17@ 20 Triethanolamine ‘ .45@ -50 
, , anhydrous gaan .20@ = .24 
— ae = Lavender flowers ae 40@ ~~ .85 Venice turpentine, gal. 35@ = «45 
. . Vetivert root .... se «=e 
Beeswax, white . 40@ ~~ .45 Magnesium, Carbonate . .063%4@ .07'/, Violet flowers .. %@ 1.15 
yellow 30!5@ .33 Stearate . aera 19@ = .25 
Bismuth sub-nitrate 1.13@ Sulfate .... Se le Zinc peroxide ; .. -FLLO@ 1.75 
Boric Acid, ton . 125.00@ 140.00 Musk, ounce os sereesee 15.00@ 25.00 Stearate . 21@ ~~ .28 


feng 


modernized packages will not sell 


( antique ) 
The Mod d to-dat | rae 
Face Powder aaa a 


“COTTRELL PROCESS” TALC 


Sole Distributors: 


Whittaker, Clark & Daniels, Inc. 


260 West Broadway 
New York City — 


June, 1937 97 











YOU NEED a copy of this . « the most 


Issn 


SIHI 


>o INZINJANOD 


OL PON —j> |a>> 


practical skin book in a decade..! 


TREATMENT OF COMMON 
SKIN DISEASES 


by Herman Goodman, B.S.,M.D. Author of COSMETIC DERMATOLOGY. 


This book offers you: 
Be. STATISTICS on a million reported cases of skin ailments. 


2. BASIC INSTRUCTIONS in the anatomy and physiology of the skin, hair 


and nails. Their condition in health and disease. 


Be PICTURES of the most common skin diseases and conditions brought about 
by parasites. 


4g FORMULAE—from shampoo to lotion, from diet to prescription. 


This book explains in simple easy-to-understand terminology the knowledge 
necessary for treatment of common skin diseases. It covers thoroughly and 
authoritatively vital information on the anatomy and physiology of the skin, 
hair and nails: analysis of skin lesions; laboratory work which can be done to 


confirm diagnoses; parasites, medicinal bathing, reaction of the skin to chemicals. 


The second section deals with the treatment of common skin diseases by the 
users of pharmaceuticals. The most recent figures, based on the analyses of 
over one million reported cases, on the prevalence of common skin diseases 
are given—together with the historical, clinical features and treatment of these 


diseases. 


Kach chapter or sub-chapter closes with a list of formulae and methods of 


preparing them. 350 pages. 72 illustrations, 300 tested formulae. 


Order your Copy of this essential book TODAY Price is $5.00. 


Pe ee ey a ee eee ey ee ee ee ee ee ee ee a oa QQ 
| BOOK DEPT., ROBBINS PERFUMER CO., INC., | 
| 9 East 38th Street, New York City. 7 
| Please send me a copy of Goodman’s “Treatment of Common Skin Diseases.” I am | 
| enclosing check (or money order) for $5.00. (We pay postage on orders accom- | 
| panied by remittance. ) | 
| NAME... iene’ arid cages ib ah id tect aad ella oral cl hing aie nig eins a oe see | 
| | 
NS i a ran ale lls PN iia heck 2 eateuroun 
| | 
| ee one eu eee ees aheas sce ise re I so eeh-crals Diewe wan leoees | 
| | 
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bracelet and a little bottle of per- 
fume in the same odor, it might have 
gone nicely as a specialty gift. Such 
combinations have possibilities. Toi- 
let table accessories in glass, metal, 
plastic, from bottles, jars, trays to 
comb and brush sets can be com- 
bined to advantage with cosmetics 
which are appropriate. Handsome 
powder puffs can be combined with 
powder and perfume items. Atomiz- 
ers with colognes, toilet water and 
A set of three or four 
empty very small perfume bottles in 


perfumes. 


a leather case for traveling and a 
blank tag for the name of each odor 
would make a much appreciated gift. 
This could be offered in combina- 
tion with a perfume. Travel atomiz- 
ers are always acceptable and these 
also can be packaged together with 
a perfume. Makeup mirrors in com- 
bination with very gay swansdown 
puffs, powder and powder boxes, 
make good combinations. Fancy 
soaps with sponges. elaborate nail 
brushes, etc., make up into combina- 
tions which are attractive. In other 
words, the gayest and most luxuriant 
interpretation of every-day use arti- 


cles are always acceptable gifts and 
can be suitably combined with cos- 
metic products. Compacts of all de- 
scriptions, evening bags with com- 
plete makeup equipment, etc., will 
be sought after, of course. Men’s 
combinations are very much in de- 
mand and I believe certain mascu- 
line perfumes can be sold easier this 
year than ever before in such com- 


Egyptian Cosmetic Market 


Growing 

Egypt furnishes a 

large market for cosmetics and per- 
fumes. The Egyptian market may be 
divided into two main classes: the 
foreign element living in the large 
cities and the better class Egyptians, 
and the native population living in 
cities and villages. The first group 
may be considered as a market for 
quality merchandise, while the native 
class is mainly concerned with price. 
To illustrate the turnover of one 
brand in the market it is estimated 


by contracts in the trade that the 


Pompeian line of Piver enjoys a sale 
of well over $40,000 per annum and 
a higher mark is being aimed at by 
that Company 


M:W-: PARSONS 


IMPORTS 


AND 


PLYMOUTH ORGANIC LABORATORIES - INC- 


binations. Day and evening har- 
monized cosmetics are about as far 
as customers will go in selecting 
makeup for gifts. 
always, judgment is that valuable 


And so, again, as 


and rare ingredient which must enter 
into the selection, pricing and pack- 
aging of Christmas lines—then—the 
merrier the Christmas, the happier 


the New Year! 


1956 Essential Oils Exports 


On only four other 
occasions during the past 15 years 
has the value of United States essen- 
tial oil exports been greater than 
during 1936 when it equaled $1.- 
119,000. The quantity however 
was only 1,441,000 pounds, includ- 
ing 150,000 pounds of blended, 
compounded and mixed oils val- 
ued at $349,000 and 31,000 pounds 
of spearmint oil valued at $56,000. 
The essential oils dealt with in this 
item exclude peppermint oil and in- 
clude orange and lemon oils in the 
years 1922 to 1928. Exports of cit- 
rus oils during 1936 amounted to 
284.993 pounds valued at $345.46] as 
against 337.000 pounds valued at 
$283.000 during 1935. 


TELEPHONE BEEKMAN 3-3156-3162 
CABLE ADDRESS PARSONOILS, NEW YORK 


95 ANN STREET 
NEW YORK-N-Y-U-S:-A. 


PLYMOUTH SUNBURN PREVENTER CONCENTRATE 


FOR OILS, 


CREAMS AND LOTIONS 


Introduced several years ago, this "PLYMOUTH" Specialty has enjoyed increased sales 
each year. It is very effective in the prevention of sunburn. Sales of Sunburn preventives quad- 
rupled last year over the previous year and promise to continue growing. For positive protec- 


tion use 20°, of "PLYMOUTH CONCENTRATE" in your preparation which can be an oil, a 


cream or a lotion. 


Tests conducted by Professor A. Taub, of New York show that 0.5%, to 2% of light of 2900 
to 3100 a. u. is transmitted through a 0.5 m. m. layer of cream or lotion containing 20° of 
"PLYMOUTH CONCENTRATE", thus preventing sunburn but permitting tanning. A copy of 
this chart showing a comparison of this and other materials generally used is available. Write for 
it and for a sample. Formulae for oils, creams or lotions, containing correct percentage of Ply- 
mouth Sunburn Preventer Concentrate, as shown by test, will be gladly furnished free of charge. 
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of Cosmetic 
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Materials 
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— products are useful in Black Wal- 


nut, Grape and many other synthetics e 


THE NORTHWESTERN 
CHEMICAL COMPANY 


INCORPORATED 1882 
iT esis Makers of Butyric TUM Ul eed 


WAUWATOSA WISCONSIN 








Just Purchased !! 


MACHINERY 


Take advantage of our large stock of un- 

usual equipment obtained from recent pur- 

chases. Prices have been slashed for quick 

disposal. This is only a partial list. Your 
inquiries solicited. 










* JUST PUBLISHED 


* «+ ANEW BOOK ON 


FLAVORS and ESSENCES 


| By M. H. GAZAN 


3—Pfaudler 150 gal., tilting type, glass lined, rouge 
and powder Mixers, with double motion ag:tator. 

5—J. H. Day 100, 200, 400 Ib., belt and motor 
driven Powder Mixers. 

2—J. H. Day 800, 2000 Ib. Powder Mixers, belt and 
motor driven. 

i—J. H. Day No. 1, 20 gals. Bright-n Mixer. 

i—J. H. Day 4-speed Gem Cream Mixer. 

2—Kiefer, Metal-Glass 100 gal. Percolating Units. 

I—Ayers automatic Tablet Counting machine. 

6—Abbe Jar Mills, 2 to 4 gals. capacity. 

6—Abbe Pebble Mills, 25 to 200 gal. capacity. 

2—Stokes & Smith Powder Filling machines. 

4—J. H. Day, Eureka, National Powder Fillers. 





entrated, 















t for several years without chan Je 
a few n equipment is required 

prepared without equipment f 
n market 


pe 


used freely by every purchaser of 










3—40 gallon Pony Mixers, BRAND NEW. new and so valuable as to offer 
2—Stokes No. 2-C piston type Tube and Jar Fillers. . ‘ f| 
1—Stokes No. 79 Tube Closing and Clipping machine. They bine richness of flav 
i—Stokes No. 90-D automatic Tube Filling and Ww ost. They include fruit flavors 
Closing machine. 5 f ¢ ; 
1—Colton No. 14 automatic Tube Filling and Clos- anutacturer T ntectionery, syrups 
eon ustard powders, etc.—Fruit ethers 
8—U. S. Kiefer, International Alsop, Seitz Filters. . 7 pow = 
2—No. 3 Rotex Sifters. s—Wine flavors for distillers, confe 
20—Pfaudler, Glascote 20 to 200 gallon Storage Tanks. a iimsitiile. Valen anal iar. aikouste TI 
SEND FOR BULLETIN COVERING COMPLETE ; ' ‘ight 
STOCK OF KETTLES, MIXERS, FILTERS, PUMPS, mplete index and valuable tables enable any reader to pr 
LABELERS, PULVERIZERS, etc. j int laine ciliate ANG i 
U v y 






We buy from single items to complete plants.” 





Send for This Valuable Book TODAY! 


AL ELA | 


CORPORATION 


igent for George G. Rodgers Company 
Manufacturers of Tube Filling and Closing Machines 


187 Varick Street New York, N. Y. 
Cable Address: Bristen Tel. WAlker 5-6892-3-4-5 


Cloth—5!/, x 834—Illustrated—Price $10.00 








ROBBINS PERFUMER COMPANY, Inc. 


9 EAST 38TH STREET - - - - - = = NEW YORK 
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Under this heading are published 
brief articles concerning interesting 
new products and processes offered 
in the industry. The material is in 
every instance furnished by the spon- 
sor of the product and the article is 
not to be considered an endorsement 
by this journal. Further information 
regarding any of the items mentioned 
will be sent on request. 


Bacterial Antigen 

Illustrated is Sharp & Dohme’s new 
package featuring their remarkably 
effective bacterial antigen (Respira- 





I HIS is a photograph of our beeswax fac- 
tory. It shows the large and numerous bleaching racks 
where—during the summer months—the beeswax lays in 


the open air and bleaches in the sunlight. 





NEW PRODUCTS AND PROCESSES 


tory Mixed \ acagen-Mulford ). Twen- 
ty tablets are packed in a Kimble 
glass vial closured with a moulded 
screw cap, the whole ensemble being 
packaged in a neat box just large 
enough to hold the vial. This new 
Sharp & Dohme product was espe- 
cially created for the prophylactic 
immunization against bacterial infec- 
tions of the respiratory tract. through 
oral administration. 


Rancidity Retardant 

\ rancidity retardant for vege- 
table and animal oils, fats. waxes. 
etc., has just been introduced by the 
Glyco Products Co., Inc.. New York, 
under the name of “Rancidex.” 

This material is recommended for 
the retardation of rancidity, discolo- 
ration due to oxidation, etc.. for all 
non-edible preparations where ani- 
mal and vegetable fats and oils are 
used. 


Lipstick Blender 
E. & A. Blum, Chicago, have per- 


fected a new device shown in the pic- 


ing beeswax by the sun. 





ture, to blend in the lipstick without 
use of the fingers. As shown, it is an 


attachment for the lipstick case which 
works just as the finger does in 
blending the rouge on the lips. It is 





claimed that it produces superior 
make-up effects, that the outline of 
the lips can be better defined and 
that it prevents staining other arti- 
cles. The roll of tape shown in the 
picture is readily replaceable and 
one roll is enough for fifty applica- 
tions. 





We have had 80 years’ experience in this method of bleach- 


It excels all other methods. It 


does not bring the beeswax in contact with any chemicals. 
It results in a pure beeswax of high quality, especially 


suitable for cosmetics. 


SUN-BLEACHED AND YELLOW BEESWAX ® 


KOSTER K 


In the Middle West: Walter H. Jelly & Co. Inc., 412-420 N. Western Avenue, Chicago, III 
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TURTLE OILS 


(REGULAR and REFINED) 


ESSENTIAL OILS 
AROMATIC CHEMICALS 
NATURAL FLOWER OILS 
SYNTHETIC FLOWER OILS 
MODERN AND DISTINCTIVE 
PERFUME BASICS 
DISTINCTIVE and CHARACTERISTIC 
FLAVOR OILS 
PERFUMERS’ TINCTURES 
FIXATIVES (FOR PERFUMES) 
RESINOIDS 
TERPENELESS and 
EXTRA CONCENTRATED ESSENTIAL OILS 
FLORAL WATERS OLEO RESINS 
FRUIT ESTERS BALSAMS and GUMS 
Beautiful COLORS of proven merit 


eee our obligation—free service on 
problems pertaining to an outstanding odor, 
a delectable flavor or a sparkling color. 


Write for samples and be your own judge. Com- 
pare them point for point, price against price. 


Uniformity at all times guaranteed 


STuyvesant 9-2261 


COMPAGNIE DUVAL 


121-123 East 24th St. New York 








ESSENTIAL OILS 


| we have been supplying the | 
| careful buyer 





for three score years 


Oil Bay 

| “ Bois de Rose Brazilian 

“ Cassia Redistilled U.S.P. 
“  Cananga Rectified 

“ Geranium African 

“ Geranium Bourbon 

“ Lemon Italian 

“ Orange Italian 

“ Peppermint Natural 


| “ Peppermint Redistilled 





Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


| Tonka Beans 


We cordially invite your inquiries. 





— ARTHUR A. STILWELL & C0. 


INCORPORATED 


| + IMPORTERS : EXPORTERS - MANUFACTURERS - 
| 601 W. 26th ST. 350 N. CLARK ST. 


| NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878” 
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Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D. C. We include everything 
relating to the four coordinate 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have been granted regis- 
tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 

Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


PATENT AND TRADE MARK 
DEPARTMENT, 
THE AMERICAN PERFUMER, 
9 East 38th St., New York City. 


Trade Mark Registrations 
Applied for 


(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark 
Department be consulted relative to the 
possibility of an opposition proceeding. 


369,431.—See Illustration. Phoebe Camp- 
bell, Montreal, Que. (June 21, 1935.) 
Perfume preparation for use in the bath. 

371,408.—See Illustration. Alphonse An- 
toni, doing business as Hamatic Mfg. Co., 
Gary, Ind. (May 1931.)—Hair grower and 
perfumes. 

371,774.—See Illustration. Morey Insti- 
tute, Inc., New York. (1925.)—Complete 
line of toilet preparations. 

373,320.—See Illustration. Arthur I. 
Stevens, Detroit, Mich. (July 1, 1935.) 
Cleansing cream, foundation cream, skin 
and tissue cream, genuine turtle cream; 
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cold cream, vanishing cream, etc. Laboratories, Providence, R. I. (May, 
377,079. —“PROFUNDOL.”  Farmaceu- 1930.) —Hair tonics, face lotions and face 
tické Zavody “Norgine” Ake. Spol., Prague, 
Czechoslovakia. (June 1929.) —Perfumes. 
379,492.—See Illustration. Angela Var- 
ona, Inc., New York (May 26, 1936.) Cleansing cream. 
Facial creams. 384,634.—See Illustration. Utility Sales 
381,888.—See Illustration. Dorothy Walsh, Corp., Atlanta, Ga. (Oct. 17, 1936.) —Per- 
Chicago, Ill. (June 8, 1936.)—Toilet cream. manent waving lotion. 
382.399. “ANTONITUS.” Anthonv 387,069, 387,070.—See Illustrations. The 
Stramondo, doing business as Antonitus (Continued on page 105) 


creams. 
382,748.—See Illustration. Daggett & 
Ramsdell, New Yor. (July 24, 1936.)— 
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JOHN HORN, Labels, NEW YORK CITY, WY. 


Sample of labels se to RESPONSIBLE MANUFACTURERS) 





MODEL S: IMPROVED 





The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 





New York Office: H. R. M. Gordon 
331 Madison Ave., Tel. VAnderbilt 3-2258 


St. Louis: W. W. Hoernlein 
100 North Broadway Building, Tel. Central 8184 


REPRESENTATIVES IN OTHER PRINCIPAL CITIES 


io Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic 
and semi-automatic labelers. 


SHAM 


COCOANUT OIL, OLIVE OIL AND BLENDED OILS e ALL COLORS 
IN DRUMS e CANS e BARRELS e¢« Also Shaving Cream in bulk 


CLIFTON CHEMICAL CO, Inc. 11, 43073" eee cin 
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(Continued from page 103) 
House of Westmore, Los Angeles, Calif. 
(May 15, 1935.)—Cosmetics and_ toilet 
preparations. 

387.387.—See Illustration. Zembey Miwa, 
lokio, Japan. (Jan., 1908.)—Soaps, especi- 
ally toilet soap. 

387.683.—See Illustration. Helen T. 
Robinson, doing business as Helene Mat 
cuerite, Summit, N. J. (Oct. 14, 1936.) 
Nail cream. 

387,.786.—See Illustration. Camille B. 
Holt. doing business as Hairgiene Lab- 
oratories, Atlanta, Ga. (June 1, 1935.) 
Hair tonic. 

388,413.—See Illustration. William J. 
Rott. doing business as Sis-Rose Prepara- 
tions, Cicero, Ill. (June 1, 1930.)—Cleans- 
ing creams, skin tissue builders, face pow- 
der, and moist face powder. 

388.517.—“CUSHION SUD.” S. & S. 
Soap Corp., New York. (Jan. 10, 1936.) 
Soap for cleaning carpets and rugs. 

388.578.—“DUVETYN.” Lucien Lelong 
Inc.. Chicago, Ill. (Jan. 5, 1937.) —Face 
powder, talcum powder, perfumes and toilet 
walter. 

388.769.—See Illustration. Chryson’s 
Ltd.. doing business as Chryson, Los An- 
geles, Calif. (Jan. 9, 1937.)—Liquid cream 
to prevent sunburn. 

388,793.—See Illustration. National Oats 
Co., Cedar Rapids, la. and East St. Louis, 
Ill. (Sept. 1, 1936.)—Oatmeal facial lotion. 

388,806.—See Illustration. Sterling Prod- 
ucts Co., Easton, Pa. (Jan. 18, 1937.) 
Fluid dry cleaning soap. 


oratories, Los Angeles, Calif. (Dee. 17, 
1936.)—Finger nail preserver and tonic, 
nail polishes, nail polish remover, nail 
white, cuticle softener, and cuticle remover. 

388.836.—See Illustration. Richard Hud- 
nut, New York. (June 25, 1936.)—Lipstick. 
rouge, face powder, eye shadow, and mas- 
cara. : 

388.912.—See Illustration. Colony Lab 
oratories, Inc., New Haven, Conn. (June 1. 
1936.) —Preparation for the treatment of 
dandruff. 

388,964.—See Illustration. Stuart C. 
Thompkins, doing business as Stuart C. 
Thompkins & Co., San Francisco, Calif. 
(Feb. 5, 1937.) 
food. 

389,033.—See Illustration. T. Nooan & 
Sons Co., Boston, Mass. (Aug. 1, 1936.) 
Preparations for treatment of the hair and 
scalp, particularly hair tonic, hot oil scalp 
treatment shampoo and scalp cream. 

389.065.—"“RHYTHME.” Godissart’s Par- 
fum Classique Francais, Inc., Hollywood, 
Calif. (Nov., 1934.)—Perfume and toilet 
water. 

389,110.—See Illustration. George Joseph 
Basel, doing business as Basel Co.. Cleve- 
land, Ohio. (Dec. 28, 1936.)—Face lotion, 
hair tonic, tooth powder and hair shampoo. 

389.180.—See Illustration. Ingenue Inc., 
New York. (Sept. 18, 1934.)—Lipstick and 
perfumes. 

389,204.—See Illustration. The House of 
Westmore, Los Angeles, Calif. (May 15, 
1935.) —Cosmetics, manicuring and toilet 
preparations. 


Flavoring extracts for 


Inc., Dallas, Tex. (Jan. 21, 1937.)—Cos- 
metic masque. 

389,259.— “WRINKLE.” Benjamin May- 
er, Brooklyn, N. Y. (Aug., 1936.)—Soap, 


shaving soap. 


389,261.—See Illustration. The Paac 
Chemical Corp., Greensburg, Pa. (Jan. 26, 
1937.)-—Beauiy clay. 

389,267.—See Illustration. The Scholl 


Mig. Co. Inc., Chicago, Ill. (Feb. 15, 1937.) 

Antiseptic powder used as a deodorant 
for the feet and other purposes where a 
deodorant is required. 

389,271.—See Illustration. Cedric Steger, 
doing business as Servad Laboratories. 
New York. (Sept. 21, 1936.)—Chemical 
preparation for the aid of eyebrow tweez- 
ing. 

389.328.—See Illustration. Florence Os- 
borne, Cleveland Heights, Ohio. (May 1, 
1933.) —Perfume. 

389,330.—See Illustration. Thelma Ril- 
ing, doing business as Bird-Alice, Dallas, 
Tex. (Feb. 10, 1937.)—Preparation for the 
treatment of dandruff. 

389,399.—See Illustration. Burton Skiles, 
Long Beach, Calif. (Dec. 1, 1936.)—Prep- 
aration for setting the waves in the hair. 

389,545.—See Illustration. Crystex Lab- 
oratories, Inc., Chariton, la. (Jan. 7, 1937.) 

Shampoo. 

389,688.—See Illustration. Louangel 
Corp., New York. (Sept. 25, 1936.)—Shav- 
ing cream in stick form. 

89,766.—See Illustration. John Richard 
Collins, doing business as The Aromaseptic 


388.808.—See Illustration. Sunbeam Lab- 386.250.—“HONEYOUTH.” 


(Continued on page 107) 


Honeyouth 






HAVE you written for Details on this 


NEW No. 17 type A IMPROVED AUTOMATIC 


tube filling, closing and crimping machine for 


SEALING COLLAPSIBLE TUBES..........1 








If not, you will want to do so at once—for 
the famous COLTON CLOSURE machine has 


been greatly improved and simplified. 
It now offers you these new advantages: 


1. Motor is underneath, out of the way. 


2. Equipped with REEVES drive for speed 


control. 


3. New design filling head makes machine 
operation more smooth than before. 

4. Start and stop push button switch. 

§. Two handy levers. 
chine proper. 
mechanism. 


One for starting ma- 
One for stopping starting filling 


You get all these improvements—at no increase in price! 
Write TODAY for a sample tube and full information on 
this machine! 


ARTHUR COLTON co. 


2604 JEFFERSON AVE., EAST, 





DETROIT, MICHIGAN 
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ORDERS KEEP POURING IN 


for this IMPORTANT and ESSENTIAL book 


COSMETIC 
DERMATOLOGY 


by HERMAN GOODMAN, M. D. 
with a foreword by S. L. MAYHAM 
Editor, The American Perfumer, 


591 pages, 6 x 9, $6.50 


HAVE YOU ORDERED YOUR COPY OF THIS VALUABLE 
BOOK? IT GIVES YOU: 


I. Dictionary of Ingredients. 260 official and 
190 unofficial drugs used in cosmetics and therapeutic (other than 
perfumery). Name, action and purpose in dermato-cosmetics, syn- 
onyms, common trade names, source, physical characteristics, solu- 
bilities, incompatibilities, etc. 


2. 54 chapters covering field of Cosmetic Der- 
matology from acne to vitamins and hormones. Frankly discusses 
the problems and special features of the topics together with defi- 
nite suggestions for improvement. 


3. Formulary of more than 1200 cosmetic 
preparations. Prepared and shelf-tested under the author’s super- 
vision. Distinguished by rational physiology, consistent chemistry, 


usefulness, and appearance. 


* delimits non-medical from medical functions 
* fully indexed and cross-referenced 


* more than a recipe book; gives the what, why, and how of better 
cosmetic preparation 


* dispels the notion that formulas found in print are “no good” 


EXAMINE THIS NEW BOOK TEN DAYS ON APPROVAL 
SEND THIS COUPON 


Partial list of subjects covered: 


Acne and Facial Blemishes 
Astringents 

Baldness 

Bleach 

Clays 

Cleansing Lotions 

Cold Cream 

Corns, Calluses, and Warts 
Depilatory 

Eye Preparations 

Face Powder and Rouge 
Hair Dyeing 

Head and Body Lice 

Lip Preparations 

Nail Preparations 

Oral Preparations 
Permanent-wave Preparations 
Deodorants 

Poison Ivy 


Reducing Agents; Action on the 


—— —— 





7 Skin 
i . nae 
t Book Department, Robbins Perfumer Co., Inc., 9 East 38th St., N. Y. C. | Ringworm 
Shavi 
; Send me Goodman's Cosmetic Dermatology for 10 days’ examination on approval. In 10 days | having 
I will send $6.50, plus a few cents for postage, or return book postpaid. (We pay postage on | Sunburn and Sun Tan 
{ orders accompanied by remittance.) | i ~ 
, Tissue Cream 
{ Name ship Wiarla cercate ie buses pete itkrcmcucuiaigielc Wi alk kee ek | V anishing Creams 
re ° 
! Vitamins and Hormones 
1 . ° 
SN wi ctindntandacercabsuvendivennanch NR 52h anieieecasan Cosmetic Colors 
i | Outline of Perfumery 
Sr ie GO vik 5 ncwacadeens SE EE ee > ¢ 
| Weights and Measures 
i 4.P.—6-1-37 (Books sent on approval in U. 8, and Canada only.) | 
' 
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(Continued from page 105) 
Co., Los Angeles, Calif. (Feb. 5, 1937.) — 
Antiseptic lotion. 

389,800.—See Illustration. Spencer W. 
Seery, doing business as Borophenique Co., 
Baltimore, Md. (Apr. 3, 1920.)—Mouth 
wash. 

389,860.—See Illustration. Eagle Drug- 
gists Supply Co. Inc., New York. (Feb., 
1935.) —Styptiec powder. 

389,874.—“LA DOLLAR.” Leonie Dol- 
lar, Tampa, Fla. (Jan. 24, 1934.)—Hair 
grower. 

389,886.—See Illustration. Purex Prod- 
ucts, Inec., Baltimore, Md. (Jan. 30, 1937.) 

Rubbing alcohol. 

389,919.—See Illustration. Renée  La- 
coste, Detroit, Mich. (Mar. 6, 1937.) —Per- 
fumes. 

389,975.—“SKINSURANCE.” _ Bostonia 
Products Co., Boston, Mass. (Mar. 1, 
1937.) Paste-like toilet soaps. 

389,984.—See Illustration. Iva Fay 
Green, doing business as Iva Michelle Prod- 
ucts, Sunnyside, Long Island, N. Y. (Feb. 
11, 1937.) —Cosmetics. 

389,994..—“NAUGHTY.” Maison Jou- 
bert, Inc., New York. (Mar. 6, 1937.) 
Toilet preparations. 

389,995.—See Illustration. Maison Jou- 
bert, Inc., New York. (Feb. 9, 1937.) 
Toilet preparations. 

390,008.—“*PAT-A-DAY.” Carl Lapin, 
doing business as Carly Products, New 
York. (Feb. 19, 1937.) —Deodorant. 

390,078.—“VEG-E-TIN.” Lucky Tiger 
Mfg. Co., Kansas City, Mo. (Mar. 1, 1937.) 


Hair dressing. 


HERE ARE SOME OF 


390,087, 390,089.—See Illustrations. Riv- 
erside Mfg. Co., St. Louis, Mo. (Mar. 5, 
1937 and May 27, 1933 respectively.) Dry 
cleaning soap. 

390,130.—“21 W. 52.” Parfums Charbert, 
Inc.. New York. (Mar. 9, 1937.)—Per- 
fumes, toilet waters, sachet, colognes, tal- 
cum powder, face powder and bath powder. 

390,242.—See Illustration. Louis Albert 
Samstag, New York. (Feb. 4, 1937.) —Cos- 
metics. 

390,273.—See Illustration. Hei-Ho Prod- 
ucts Corp., City Island, New York. Sept. 
25, 1936.)—Soap in liquid and paste form 
for the hands. 

390,603.—“GOOD EARTH.” The Paac 
Chemical Corp., Greensburg, Pa. (Mar. 26, 
1937.) —Facial pack. 

390,624.—“DENTIBRITE.” Harry Carr, 
doing business as H. P. Carr & Co., New 
York. (Mar. 19, 1937.)—Tooth powder. 

390,640.—“ROSERAIE.” Marie Earle, 
Inc.. New York. (Mar. 24, 1937.)—Face 


powder, perfume, rouge and lipstick. 


Patents Granted 


389,130.—“CAMOUFLAGE.” Jean  Jor- 
deau, Inc., South Orange, N. J. (Feb. 10, 
1937.) —Toilet preparations. 

389,237. “DOUBLE-TONE.” Marie 
Earle, Inc., New York. (Jan. 15, 1937.) 
Foundation cream, mascara, eye shadow 
cream, face powder, paste rouge, dry 
rouge, and lipstick. 

389,432.—“Aseptipuf.”. Oxzyn Co., New 
York. (Feb. 15, 1937.)—Powder puffs. 

2,078,215.—Nonliquid maple flavoring 
material. Hugh E. Allen, Evanston, IIl., 


THE REASONS 


WHY SO MANY PERFUMERS AND TOILET 


PREPARATION MANUFACTURERS RELY ON 


DRYAD SPECIALTIES 


+ + > 


Our policy of serving all customers fairly 
Stocks carried in all principal cities 
Rigid standard of uniform quality 
Dependable source of supply 


OF 


A basic 


+ + + 


SAMPLES AND QUOTATIONS 


UPON REQUEST 






12 EAST 


LOS ANGELES, CALIF. 
SAN FRANCISCO, CALIF. 
KANSAS CITY, MO. 





STREET ’ 








June, 1937 


ABSOLUTE 


formation on other Vanillin 


ST. LOUIS, MO. 
CINCINNATI, 
BALTIMORE, MD. 





assignor of one-half to Albert G. McCaleb, 
Evanston, Ill. 

2,078,498.—Dentifrice. Emil Klarmann, 
Bloomfield, and Louis W. Gates, Verona, 
N. J., assignors to Lehn & Fink Products 
Corp., Bloomfield, N. J. 

2,078,743.—Closure cap for containers. 
Aaron Traum, Bronx, N. Y. 

2,079,002.—Holder for lipsticks and simi- 
lar articles. Jean Pierre de Loeschnigg, 
New York. 

2,079,131.—Adjustable holder for lipstick 
and the like. Howard F. Reichenbach and 
Albert N. Stadalius, Waterbury, Conn., as- 
signors to The Chase Companies, Inc., 
Waterbury, Conn. 

2,079,305.—Compact _ bag. Alfred F. 
Reilly, North Attleboro, Mass., assignor to 
Evans Case Co. 

2,079,587.—Atomizer. Louis V. Aronson, 
Newark, N. J., assignor to Art Metal 
Works, Inc., Newark, N. J. 

2,079,599.—Container. William C. Bon- 
thron, Baltimore, Md., assignor to The 
American Can Co., New York. 

2,079,757.—Tear-off cap. Sol. K. Berk, 
Brookline, Mass. 

2,679,775.—Nonrefillable closure. Ray- 
mond S. Simmons, Highland Park, III. 

2,079,794.— Bottle cap. Sergius A. Eras- 
toff, San Francisco, Calif. 

2,079,932.—Closure cap for receptacles. 
Alan R. Fergusson, New York, assignor to 
Hazel-Atlas Glass Co., Wheeling, W. Va. 

2,080,075.—Closure for collapsible tubes. 
Sidney L. Gilbert, Marcellus, N. Y. 

2,080,144.—Bottle. Garland Lufkin, New- 
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METHYL 


NA PRI MWY 


KETONE 


PURITY 


aromatic chemical found to be most 
useful for imparting a desirable orange blossom 


odor. Write us for quotations and also for in- 


Fabrik 


products. 


PRODUCT OF 


VANILLIN FABRIK 


Pp. RK, DREYER INC. 


12th 


NEW ORLEANS, LA. 
CHICAGO, ILL. 
DETROIT, MICH. 


~ 


NEW YORK 


HOUSTON, TEXAS 
O. DES MOINES, IA. 
PHILADELPHIA, PA. 





NOW AVAILABLE + a new 


CHEMICALLY THE SAME AS THE IMPORTED PRODUCT, 
BUT IN FLAKE FORM AND MADE IN THE UNITED STATES. 





@ TEGIN is a chemically pure EMULSIFIER which has these uses: 1. As a base for oil-in-watet 


greaseless creams, lotions, ointments . . . 2. For modern soapless creams (no saponification necessary) ... 3. For improv- 


ing the stability and appearance of stearate creams and also preventing water separation due to freezing . .. 4. For better 


grade of lipsticks, mascaras and rouges in place of all or part of the beeswax and stearic acid. 


@ WRITE today for experimental sample and literature. 


Th. GOLDSCHMIDT Corp. 153 Waverly Place « New York 


245 Union Blvd., St. Louis @ 2260 East 15th St., Los Angeles @ 325 W. Huron St., Chicago @ 80 Boylston St., Boston @ 64 Wellington St. West, Toronto 


In Brazil— eS 
BRASIL %& 


PERFUMIST 


wy 





—is the only publication 
devoted exclusively to the 


Pure 
Dependable 


GE] 
Ge 


MAGNESIUM 


Uniform Toilet Goods, Perfume 
QUALITY and Cosmetic Industry in 
STEARATE OF MAGNESIUM Brazil. 

Light, Great Adhesiveness. Pure White. Im Official Organ for the 


measurable Fineness. Heavy if desired. Dusts 


out under the puff like the finest pollen. Made Association of Brazilian 
to satisfy most exacting requirements. Perfumers. 

STEARATE OF ZINC 

Odorless, Impalpable. Pure White. Water Re- 
sisting. Great Adhesiveness. Light or Heavy as 
desired. Highest standard of Purity and Uni- 
formity. Send for schedule of 


We manufacture the foregoing on a large scale. Prompt advertising rates and 
deliveries in any quantity from one barrel to a carload. sample copy. 


STOCKS CARRIED: Chicago, St. Louis, San Francisco, | 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 3 


Caixa Postal 2894 
Rio De Janeiro, Brazil 


© 
wo 
Bo 
Oo 
Zo 
© 
© 
©) 


Circulates in all South 
American Republics. 


‘ 


CICK 


Telephone SUnset 6-1337-1338 


Chamical Product» Co. 





53-33rd Street; Brooklyn, N. Y. 
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io, assignor to Owens-Illinois Glass 


» for collapsible 
Frank McLaughlin, 


manufacture of perfume bases; « 
facture of perfume bases, respectively. Wal- 


ter Christian Meuly, New Brunswick, N. J.. 


assignor to E, 


to Colgate-Palmolive-Peet Co., Jerse 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


» registrations are not subject to 


Designs Patented 


> or similar ar- 


signor to Lucien Lelong Inc.. 
. Philip G. Lloyd, Jack- 


SNOWFLAKE BEESWAX 


The ideal base for really fine creams. 


E> Ae BROMUND co. 


BLEACHERS AND REFINERS OF BEESWAX BS TA PL 


FRANK B. TRACY, 


201 N. Wells Bldg., 








son Heights, N. Y., assignor to Carr-Lowrey 
Glass Co., Baltimore, Md. 
D104,358.—Vanity case. Louis A. Sam- 
stag, New York. 
D104,384.—Combination perfume bottle 
and stand. Joseph Sudbeaz, New York. 
D104,414.—Perfume bottle or similar ar- 
ticles. Joseph S. Stein, Chicago, Ill. as- 
signor to Lucien Lelong Inc., Chicago, Ill. 
D104,435.—Bottle or similar article. 
Giuseppe Bonardi, New York. 
D104,474.—Bottle or similar article. Paul 


Albert Samstag, |! 


Metal Container. Charles Alfred 
and William Dal- 
a, Manitoba, Canada, 


NEW COMPANIES 


Parfums Schiaparelli, Inc.. New 
York, perfumes, cosmetics, $100,000. 
Filed by Excelsior Stationery Co., 
116 Nassau St., New York. 

Reducing Equipment Corp., New 
York, cosmetics and general merchan- 
dise, 150 shares preferred, 50 shares 
common no par value. Filed by Har- 
old Alpert, 14 Court St.. Brooklyn, 
N. Fi 

Flavors by Frederick W. Kaye, Inc., 
New York, flavoring extracts. 200 
shares no par value. Filed by Silver- 
man & Siegel. 277 Broadway, New 
York City. 

F. V. Lockefer, Inc., 105 W. Madi- 
som St., Chicago, IIl., cosmetics, 100 
shares par value common at $50 per 





rv . . 
THE finest beeswax, bleached to snowy whiteness and 100% pure....° 


mesenanie TORS 
C. L. IORNS, 619 Clark Ave., St. Louis, Mo. 





Incorporators: F. 
B. E. Chappeau, L. E. 
by Cannon, McGinn & Whitson, 
. La Salle St.. 
Hair and Scalp Foundation, Inc., 
New York, hair and scalp prepara- 
tions, 50 shares no par value. Fi 


New York City. 


Laboratories, 


fumes and other toilet preparations. 
Organized by Anthony Prokopowitcz. 
Laboratories 
<, cosmetics and other 
chemical products, 100 shares no par 
Filed by B. Robbins, 25 
. New York City. 


sun-bleached 
and filtered 


Samples and quotations on request. 


258 BROADWAY, NEW YORK 


Beeswax Bleacheries and Refineries in Morris County, N. 







BEES WA X 


T. L. BRAND  e 
Extra Quality . .. U.S. P. and 100% Pure 


OVER 85 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES — ESTABLISHED 1852 


THEODOR LEONHARD WAX CO., Inc. 


Western Distributor: A. C. DRURY & Co., Inc., 


PURE WHITE 


HALEDON, PATERSON, N. J. 
Long Distance Telephone: SHerwood 2-1444 
219 E. North Water St., Chicago, Ill. 





REBUILT EQUIPMENT 





PARTIAL LIST 


2—Redd Powder Carton Filling, Weighing, Sealing Units—adjust- 
able, 50 per minute. 

2—Ferguson Carton Wax Wrappers; I—Pkge. Machy. Cellophane 
Wrapper. 

1—Colton No. 3 Combination Tube Filling, Closing and Clipping 
Machine, motor driven. For liquid pastes in tubes and jars. 

I—Urie Universal piston type Tube or Jar Filler. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 

5—Pony Mixers, Day and Ross make, 8 and 15 gals. 

5—Ermold and World semi-automatic Labelers. 

I—McDonald ''Weeks'' type Automatic Labeler. 

I—U. S. Bottlers 22-spout, monel fitted, Rotary Vacuum Bottle Filler. 

I—Alsop Portable Bottle Filler, 3-spout handle, pump and motor. 

| I—Lilliput Label Gummer, motor driven. 

i—National MG Powder Filler and Weigher. 

| I—American automatic Powder Filler and Weigher. 

I—Ferguson ‘'Packomatic"’ Filler, Weigher and Carton Sealer. 
1—200 gal. Pfaudler Jacketed closed Glass Lined Kettle. 
Tablet Machines—i—Colton 2B, '/.”; I—Mulford, 1|'/,”: 

No. 2 Rotary, %”; !—Colton No. 37 Rotary, 2”: 
Eureka hand, '/,”; |—Stokes O, %”. 
I—Colton 2B Gelatin Coating Machine. 
4—Colton Dry and Wet Granulators. 
I—Filler Machine Co. 4-spout Filler, monel fitted. 
I—Karl Kiefer Visco Piston type Jar Filler. 


2—Colton 
I—Stokes 


| MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Méills, Filters, Filter Presses, 

Coating Pars, Tanks, Stills, Agitators, Pumps, Boilers, Pill Mass 
Mixers, Pot Mills, etc. Send for complete bulletin. 


WHAT HAVE YOU FOR SALE? SEND US A LIST. 


Consolidated Products Company, in. 
14-15 Park Row <E New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


CLASSIFIED ADVERTISEMENTS 

The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


SITUATIONS WANTED 





COSMETIC CHEMIST—Graduate recognized in Europe as well as 
the United States. Over fifteen years experience in the development, 
formulation, manufacture and packaging of nationally sold toilet 
preparations. Can do research or direct both laboratory and plant. 
Employed but seek change. Address S. W. 2267, The American 
Perfumer. 


SOAP MAKER and cosmetitian, 30 years’ experience in all kinds 
of soap, soap powders, cosmetics and analization of oils and soaps. 
Desires position, salary and destination immaterial. Address S. W. 
2254, The American Perfumer. 


SUPERINTENDENT—Graduate engineer with many years experi- 
ence in the manufacture and packaging of cosmetic and household 
specialties. Capable of handling the largest plant efficiently and 
economically. Employed but available on short notice. Address 
S. W. 2268, The American Perfumer. 


HELP WANTED 


|, SALESMAN who is calling on the Cosmetic trade with other items 


to contact for well established Cosmetic manufacturer as a side line. 
Address H. W. Box 2266, The American Perfumer. 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 





Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you’re on the hiring 
end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. 
NEW YORK e 


9 £38 e 


The AMERICAN PERFUMER 
A ROBBINS PUBLICATION 
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tory is located at Ontario, California. 

Exchange Lemon Products Co. is 
a non-profit, cooperative group or- 
ganized under the laws of the State of 
California in 1915 at Corona, Cali- 
fornia. Its function is to salvage value 
from the surplus lemons of its own- 
ers, the lemon shipping associations of 
California Fruit Growers Exchange. 
These associations produce about 
90% of all the lemons grown in Cali- 
fornia and they send their surplus to 
Exchange Lemon Products Company, 
as they desire. It is the function of 
that company to make stable prod- 
ucts and return to the associations 
furnishing the fruit any moneys re- 
maining after paying all expenses 
incurred for production, shipping 
and sales. This company, like The 
Exchange Orange Products Com- 
pany, pays no dividends or interest 
on stock and is operated on a strict- 
ly non-profit basis. Exchange Lem- 
on Products Company also has a 
manager, plant superintendent, chief 
chemist and staff, and the other per- 
sonnel of a good organization en- 
gaged in the chemical manufacturing 
business. Its investment in the plant, 
which is located at Corona, Califor- 


nia, amounts to about $750,000.00 

All products made by both of the 
above mentioned companies are sold 
by Products Department of Califor- 
nia Fruit Growers Exchange, which 
Department was organized for that 
special purpose. E. T. Cassel is gen- 
eral manager of Products Depart- 
ment, C. P. Wilson, assistant general 
manager and M. L. Chapman, sales 
manager. 

Products Department of California 
Fruit Growers Exchange, having sold 
the products of both companies, re- 
turns to them in exact accord with 
amounts received for the products 
all moneys accruing from such sales, 
so that each unit of the entire or- 
ganization operates without any 
profit whatever, all available mon- 
eys going back to the associations 
which, in turn, disburse them to their 
growers according to whatever plan 
they may care to follow. 

The important products made 
from lemons are, of course, citric 
acid and citrate of lime, lemon oil. 
pectin, le mon juice products and 
lemon peel products. Similarly, the 
important products made from or- 
anges are orange oil, pectin, various 
orange juice products used both in 
the beverage field and in medicine. 


and orange peel products. These 
various products move to every quar- 
ter of the globe. There are sales of- 
fices in London, New York and Chi- 
cago, as well as Ontario, California, 
to take care of this business. A total 
of twenty-five technically trained 
men, including mostly chemists, bac- 
teriologists and engineers, are con- 
tinuously employed in connection 
with production and research work. 
From twelve to fifteen men are em- 
ployed exclusively in connection with 
sales work, to say nothing of the 
large clerical staff which takes care 
of the multiplicity of detail having 
to do with production records, cost 
records, sales, ete. 

There is no question but that each 
company is the largest single pro- 
ducer, respectively, of lemon or or- 
ange oil in the world, and with the 
possible exception of Arenella, Sic- 
ily, the largest direct producers of 
citric acid from lemons. While one 
cannot get sufficient accurate data to 
prove the point conclusively, it seems 
to be a correct statement that these 
two companies together produce 
more citrus fruit juice than any oth- 
er concern in the world. 

In the beginning the quantity of 
(Continued on page 113) 








You Owe It To Yourself IN A CLASS BY ITSELF FR 


for EFFICIENCY! 


to get full details and samples on our line before making your 
A complete line of exclusive de- 


next purchase of bottles. 


signs to meet varied needs. At prices you'll like! . .. Any 
style, quantity, quality. Finest Bakelite caps with cor- 


rect liner for purpose specified. With 
or brush applicators. @ WRITE TODAY—then compare! 





GLASS PRODUCTS CO. 
e@ @e@ GLASSWARE ee 


VINELAND .NEW JERSEY 
New York: L. A. Barber, 1123 Broadway, Room 301 
St. Louis, Mo.: Woodson Barnhart, 200 So. Commercial St. 
Atlanta, Ga.: Warren M. Curry, 2895 Peachtree St. 
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or without glass 


No drip. Precise 





ERTEL Portable Vacuum BOTTLE FILLER 


Fills any type bottle with heavy or light liquids. Has 
automatic overflow shut off. Self oiling, self cooling. 


level filling. Quiet, dependable. 
Famous for its speed. Ask for details! 


ERTEL ENGINEERING CORPORATION 
Manufacturers & Designers of Liquid Handling Equipment 
Dept. F. 120 East 16th Street - New York, N. Y. 
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Giese’s Filter Papers are the Best! 


Heavy Linen Fibre Filler Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 


13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 
15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 


32 inch, 55 lb. Bales 
Also folded—packed in cartons 


Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N. Y. C. Pulled Petes 





Bale of Filter Paper 























QUALITY * QUALITY + QUALITY 
bs THE B ONIT A LINE ° Good Reconditioned Equipment Scarce 
a Q Costs Rising — Fill Your Needs NOW 
32 Years of Quality Service to the U 
\ " Lp new FMC tube fillers new FMC straight line and rotary 
ee Manufac turing Trade A fillers 
ae. new FMC closers and clippers syphon 
) SPECIALIZING IN L new FMC belt table conveyors 
\ , ‘ AL 4 4 . new FMC portable mixers new FMC vacuum fillers 
Y q + HAND-MADE T 8 Day, Ross, and Sprout-Waldron SIFTERS & 
\ \) > MIXERS, 5 to 4000 Ibs. 
S ' Vj ROUGES _ 20 Williams, Mead, Schutz-O’Neil, Jaybee, Straub, Hance 
ae as “a TRULY INDELIBLE e 3 “esi ce ii oor Day Hunter Rapid- 
f : = LIP STICKS SIFTERS. Coating and polishing PANS, 18” to 36”. 
; a Q 4 Pfaudler glass-lined TANKS, agitated, 100 to 1000 
IEF ; gals. Stokes 2C piston FILLER, Colton No. 4 worm 
(/ / I ERF ECT U FILLER, Colton No. 2 CLOSER & CLIPPER, Col- 
V / CREME ROUGE, EYEBROW A ton 6C and No. 14 Fully AUTOMATIC FILLERS, 
—< - "4 = IE ( CLOSERS, AND CLIPPERS. (for tubes). 
I ENCILS, COSMETIQU - Mascara) L 10 Kiefer, Pneumatic Scale, Alsop, Fowler, International 
4 vacuum and gravity FILLERS. 
j QUALITY I | 3 Day 2% to 40 gallon PONY MIXERS. 
( FACE POWDER, bulk or packaged. T 6 ae = oe” Triumph, double arm jacketed 
; v6 To tet and plain ) ‘ 
. Tap-it-pac ae ae der Vanities ¥ 6 Stokes and Colton single punch and rotary TABLET 
“ye-Shadows MACHINES, 2” to 2”. 
Q ” . MISCELLANEOUS: Colton suppository press, powder 
SPECIAL FORMULA WORK INVITED. Q fillers, granular mixers, vacuum stills, copper and 
U PUREST INGREDIENTS OF FINEST QUALITY y | aluminum kettles, filters, filter presses, dryers. 
A EVERY PRODUCT FULLY GUARANTEED “Only one can Cable address 
: A be FIRST” "*EFFEMCY” 
L . 
ABONITA be 
T COMPANY, INC. T | re ae Let 
; CHICAGO, ILL. . | BOO SLE ag enero 


“We purchase your surplus equipment” 
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fruit available for conversion varied 
enormously but as production and 
sale of citrus by-products has become 
more firmly established, the amount 
of fruit available for production has 
also become more regular, thus in- 
suring a continuous supply of the 
products themselves. About 60,000 
to 80,000 tons of lemons and 30,000 
to 60,000 tons of oranges are avail- 
able yearly for conversion, the pro- 
portion of the lemon crop available 
for by-products usually being much 
higher than that of oranges. Up to 
700 tons of lemons and 400 tons of 
oranges are worked up daily in the 
Corona and Ontario plants respec- 
As C. P. Wilson’ has point- 


ed out: “These wide variations would 


tively. 


be demoralizing to a manufacturer 
who did not recognize a fluctuating 
supply of perishable raw material as 
one of the uncontrollable factors in 
his operations. Probably no type of 
organization except a purely non- 
profit cooperative one can operate 
successfully on such a basis.” 


By-Products 


Before describing 


_____BELMAY SPECIALTIES. 


the essential oils, let us very briefly 
review the other by-products manu- 
factured in the Corona and Ontario 
plants: 

Citric Acid: This was the first cit- 
rus product firmly established in 
California. Citric acid has been pro- 
duced there continuously since 1916. 
The classical Schiele method of pre- 
cipitating citric acid as calcium cit- 
rate and decomposing the citrate 
with sulfuric acid is still the basic 
process applied. 

Juice Products: The result of much 
research work on the part of bio- 
chemists, bacteriologists and _ engi- 
neers is the present regular, large 
scale production and sale of a stand- 
ardized orange juice, concentrated 
in vacuo to about one-sixth or one- 
seventh its original volume. The 
original difficulties consisting in the 
changes of orange juice after re- 
moval from the fruit (living organ- 
isms, enzymes and oxidation) have 
now been practically overcome by 
proper concentration methods. Con- 
centrated orange juice and some con- 
centrated lemon juice are both used 
quite extensively as antiscorbutics in 
semi-medicinal mixtures which are 
designed to insure adequate dosages 


of the various essential vitamins in 
the daily diet. The concentrated juic- 
es serve not only to furnish Vitamin 
C in ample quantity but also to fur- 
nish very valuable mineral salts 
which insure proper alkalization of 
the blood; also natural citric acid 
which serves to counteract the dead 
sweet taste of malt extract, and the 
oily taste of cod liver oil, haliver oil 
and other fatty substances valued as 
carriers of Vitamins A or D or both. 
In this way, mixtures which former- 
ly were difficult for some people to 
take, and positively unpalatable for 
many, are made agreeable and more 
efficacious in their effects. 

Peel Products: Both dried orange 
and lemon pulp remaining from the 
production of oil, juice and citric 
acid have a high content of digestible 
nutrients and actually thousands of 
tons of fresh pulp are used nowadays 
for the feeding of dairy cattle. Of 
course, this pulp contains no essen- 
tial oil whatsoever, such quantities 
as usually adhere after the crushing 
and pressing of the fruit being elim- 
inated by distillation. 

Pectins: The use of pectins in 
many kinds of food products, jellies 

(Continued on page 115) 


oA complete line of 


@ Florals and Bouquets for all purposes. 


@ Odors developed for your exclusive use. 


@ May we have an opportunity to serve you? 


BELMAY INC. 116-190 East 27th St., New York 


Today . 


Creators of odors to the 


. a year from now, your first order or 


your 100th order, NIMCO LANOLIN never varies. 


Write for a testing sample today,—note its light 
color, sweet odor and smooth texture. Try it and 
see the improvement. 


N. I. 


MALMSTROM & CO. 


147 LOMBARDY ST., BROOKLYN, N. Y. 


June, 1937 


trade for many 


years 





113 








ee a 112 
Allen & Sons, Ltd., Stafford ..... 
Alsop Engineering Corp. ........ 94 
Aluminum Co. of America ....... 75 
American Can Co. Front Cover and 9 
American Perfumers’ Laboratories 

Rs oe ae sien ek aaGe wa 14 
Ansbacher-Siegel Corp. ......... 
Archer-Daniels-Midland Co. ..... 89 
Aromatic Products, Inc. ......... 74 
Atlantic Refining Co. ............ 
MOGRIGE, VOMEOE cccicsissccs secs 93 
RMD enn aabaee eka 18 
SSS Se) ee ee — 
eS OS > ee 2 
NN SS er ere 13 
Bowdlear Co.. The W. H. ....... 96 
Brasil Perfumista .......650006 108 
Brass Goods Mfg. Co. .......... 63 
Bridgeport Metal Goods Mfg. Co. 

RE ECR Sonne ane ae een Sere 16 
ee Ce Se gt ee 109 
Bush & Co., Inc.. W. J. .....l and 93 
California Fruit Growers Exchange 8 
Camilli, Albert & Lalone ........ - 
RR i ire ia Ke 94 
Carr-Lowrey Glass Co. .......... 1 
Cheenbot & Go. .csiscccss 10 and 11 
Classified Advertisements ....... 110 
Clifton Chemical Co., Inc. ....... 104 
Colgate-Palmolive-Peete Co. ..... 
Collapsible Tubes & Containers. 

aa ra eae ais og 115 
eh Ck PE 6.656 sk vvas ewe 105 


‘onsolidated Fruit Jar Co. ...... 112 
‘onsolidated Products Co.. Inc.... 110 
Consorzia Provinciale Agrumicultura 


Continental Can Co.., 
Insert between 64 and = 65 


Danco. Inc.. Gerard J.. 


Insert between 64 and = 65 
ee 21 
Dodge & Olcott Co. .......20 and = 21 
ee Be Fe iis ob tecvessaduss 107 
a eee 
Du Pont de Nemours and Company 
EE: DOIN 6nd ced keen bones 
Pee, CREED 5c a wine cee nee 102 
Economic Machinery Co. ........ 104 
Ertel Engineering Corp. ........ 11] 


Felton Chem. Co., Inc. .......... 3 


INDEX TO ADVERTISERS 


First Machinery Corp. .......... 112 
Fischbeck Co., Inc., Chas. ....... 
Florasynth Laboratories, Inc. .... 5 


Franks Chemical Products Co. .. 108 
Fritzsche Bros.. Inc. 


Insert Between 8 and 9 
General Drug Seek *<'e wana aaeewaees 3 
Giese & Son, August ............ 112 


Givaudan-Delawanna Inc. 
Insert 17 and 18 


Glass Products Go. ...cccecceres lll 
Goldschmidt Corp., The .......... 108 
Harkness & Cowing Co. ......... 
Hazel-Atlas Glass Co. .......... 25 
fe 24 
Helfrich Laboratories ........... <2 
Helfrich Laboratories of N. Y. Inc. 22 
ee ene 104 
interstate: Teter Ces. osc06s.sics0es 
ROR SUS Side kins ars tw eee —- 
Kimble Glass Co. coeececsecvcces 23 
eM MMMM ID 5 cies in wis aera 93 
ee ee rer 101 
rene SONG GO. ..cisceKiecccs 92 
Krause, Inc., Richard M. ........ 
La Parfumerie Moderne ........ 
Leeben Chemical Co., Inc. ...... 
Leonhard Wax Co., Inc.. Theodor 110 
Les Parfums de France .......... 
BAD dccks a ceaee Inside Back Cover 
Lockwood Bracket Co. .......... 
Leuders & Co.,. George .......... 


Mallinckrodt Chemical Works ... 87 
Malmstrom & Co., N. I. ........ 113 
Manufacturing Chemist ......... 
Maryland Glass Corp. .......... 
Mathieu, Inc., Chas. ........... 
NG NRG: 5 550020 moos omnes 
ee ae A ORS, 6 vid cis cde vnsce 
Mero, J.. and Boyveau .......... 21 


National Collapsible Tube Co. ... 104 


Oe NNO 55.5s.ikviaeseecee 
Norda Essential Oil & Chemical 
ee reer ere ee 64 


Northwestern Chemical Co., The.. 100 


Owens-Illinois Glass Co.. The ... 1h 
LN CET 5 oc Kaseesiwnvaac l 


Nw 





Pappazoglou. Botu D. .......... 
Parento, Inc.. Compagnie ....... 27 
Parfumeries de Seillans 

Insert between 8 and 9 
3 a | a rar earie 99 


Payan & Bertrand 
Insert Between 64 and = 65 


Pfaltz & Bauer, Inc. ............ 
Pen BEOENO By ok kwccawesscass 90 
Prauiner Go. THO sec cicicsccvecs 86 
Plumly Co., Eugene K. .......... 114 
WOONONA OO. WONG. ad vce daicuees 
Roure-Bertrand Fils, Inc. ..... , 
Rowell Lan Inc.. E. N. ae Saw wees 9] 
Sander Corp., Monroe .......... 115 
Sanderson & Sons, W. .......... 
Schimmel & Co., Inc. ............ 15 
Schmoller & Bompard, S. A. .... 
Scovill Manufacturing Co. ....... 28 
Sherwood Petroleum Co. ........ 
Shipkoff 2 A a 96 
NN INE Wigs Kinienp ies 6 45000 
Silver Import Co., George ...... 


Soap. Perfumery & Cosmetics 
Société des Chimique Usines Rhone 


NR gees iisyisinser ee har . 
Solo Laboratories. Inc. .......... 96 
Solway Sales Gorp. <.oicicceccccs 94 
Stanco Distributors, Inc. ........ 
Steiner GOED, 6secccacccevess 100 
Stilwell & Co.. Arthur A. ....... 102 
Sree. THUOR. BRE. cocci ccccves 26 
Thurston & Braidich ............ 
TOME BUOTRS 6.6ccswcccv cence 76 
Tombarel Products Corp. ....... 76 
Turner White Metal Co.. Inc. .... 73 


Ungerer & Co. 

Inside Front Cover, 10 and 11 
U. S. Industrial Alcohol Company 
U. S. Industrial Chemical Co., Inc. 


Van Ameringen-Haebler, Inc...6 and 7 


Van Dyk & Co., Inc. ............ 95 
WORM PORTE 6 occccccvscccecs 19 
Verley, Imc., Albert ......c06s. 19 
Wek Cet. TAREE o vicccxessaccnees 30 
White Metal Mfg. Co. .......... 17 


Whittaker. Clark & Daniels, Inc... 97 
Will & Baumer Candle Co., Inc... 116 
Wirz. Inc.. A. H.....Outside Back Cover 





FINE PAPER BOXES 


for over half a century 


EUGENE K. PLUMLY COMPANY 


N. W. Corner Juniper & Federal Sts., Philadelphia, Pa. 





e e e tell us what you want 





A 


ae 


The American Perfumer 





a 





——< ae 


(Continued from page 113) 

and in the cosmetic and pharmaceu- 
tical industries is well known. A use 
of pectin which is not very widely 
known is in the production of sus- 
pensions of barium sulfate for use 
in x-ray work. In cases where there 
are internal complications, a certain 
amount of exploratory work to de- 
termine the exact seat of the trouble 
is necessary. 

For such diagnosis it is essential 
that the barium sulfate should re- 
main in uniform suspension as it 
passes through the human system. 
Pectin is used more advantageously 
for this purpose than any other com- 
pound and it is serving, therefore, a 
useful purpose in the preparation of 
x-ray barium sulfate. 

Regarding manufacturing methods 
and details of application of the va- 
rious pectin grades, we must refer to 
special literature.” 


(To be continued | 


* Industrial & Engineering Chemistry, Vol. 
20, No. 12, page 1302. 

*ibidem. 

°“The Manufacture of Pectin” by C. P. 
Wilson—IJndustrial and Engineering Chem- 
istry, October, 1925, page 1065. 


THE BLACKBOARD 


(Continued from page 58) 


what she means, haha. This toilet 
goods business being what it is, 
haha, we strive in vain to smother 
beneath a cloak of ignorance the un- 
easy conviction that creeps insidious- 
ly into our mind. We too like our 
bosses to be friendly, but who shall 
define that intangible boundary that 
distinguishes mere friendliness from, 
Hush! 
Do you see where we're getting? Do 
you understand now that wrinkles 
can be caused by other than neglect 
of the skin, that a mere haha, or cer- 
tainly two hahas may bring about 
that haggard. careworn look on ex- 
ecutive faces that all too often is at- 


well, from intimacy, haha 


tributed to dissipation? 

“Ha ha! Ha ha! To work. not to 
play, ha ha. Ha ha who? Ha ha 
On whom is the ha ha? Is the 
laugh on our new salesman: on our 
oldest and most reliable demon- 
strator; or, (we squirm uneasily in 
cur chair even as we write this) on 


why? 


us? 


“There’s the problem. Mr. Black- 


board Professor. Write it on your 
Blackboard, please sir, write it large, 
write it plain, and rush us the an- 
swer,. collect. Then we Can rehire 
the office boy, stem our secretary’s 
tears, and all will be beer and 
skittles again in the office that was 
so sadly disrupted this morning by 
a ha ha.” 


But. it is 
Probably some of you have 


Too good to be true? 
¥ ’ 
true. 
wrestled with and thrown a similar 
situation. If so, tell us how you did 
it. Without firing anybody if pos- 


sible—EDITOR. 


Ruggiero Moves 
to New Offices 


Ferdinand Ruggiero 
Genuine Beauty Creams, Boston, is 
now located in new offices and labo- 
ratories at 111 Sumner St. 
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NAIL POLISH 


Nail Polish lacquer that is applied with- 
out brush marks or streaks. Brilliant 
gloss . . . excellent adherence . . . fast 
drying . . . will not wear off, peal or 
crack. Wide range of the most attrac- 
tive and stylish colors. 


Made under the most exacting and scien- 
tific conditions. Careful selection of col- 
ors which are fast and do not fade in 
sunlight, or re-act to hard waters or 
strong soaps. 










CANADIAN TRADE... . 


Plain or Lithographed Tubes, of finest 


Cream Polish— Transparent Polish — 
Nailflex Polish Remover —and Cuticle 
Remover — bottled under your own 


"4 - + lel; y ! : ’ 
quality. Prompt delivery assured. brand or supplied in 55 gal. drums, 30 
ALUMINUM SCREW CAPS gal. drums or 5 gal. cans. 
SHAVING STICK BOXES, ETC. 
@ WE ALSO MOULD BAKELITE AND 
DUREZ CAPS FOR JARS AND TUBES 


The MONROE SANDER CORPORATION 


4 
Manufacturers of Salore Products 


ISLAND 


COLLAPSIBLE TUBES 
& CONTAINERS, Ltd. 


TORONTO... CANADA ian 


ciTy 
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Uniform Ingredients can give you 


\ Product Control 


you can control your products—you 

can make them exactly according to 

your formulas—only if the ingredients are 

always uniform. Impure or adulterated ingredients 
affect your products. And you can’t always tell in 
what way or to what degree they may be changed. 


This is why Will & Baumer takes, and has always 
taken, such painstaking care to make every tablet 
of Beehive Brand Beeswax uniformly pure. Noth- 
ing else ever bears this famous brand name. When 
you use Beehive Brand Beeswax, you have no un- 
known factors to contend with. It is always uni- 
form—GUARANTEED PURE. 


By test, our own buyers select the finest grade of 
crude beeswax. It is again tested for purity by our 
own skilled chemists. Then it is sun-and-air 
bleached in our own modern bleachery. The result 
is not only pure beeswax but also PURE WHITE 
COLOR. This is the reason why Beehive Brand 
Beeswax has long been the basis of many fine creams. 

If you are interested in improving the quality, 
and the sale, of your products, write for further 
information. 


Beehivé» Brand 
BEESWAX 


Will & Baumer Candle Co., Inc. 


Established 1855 
Buckley Road, Syracuse, New York 


Spermaceti Ceresine Yellow Beeswax 
Composition Waxes Red Oil Hydistear 
Stearic Acid 
& 
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